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Shopping centers, U.S.A. This is the story of shop¬ 

ping centers in this country; how they have come to he, 

why they are so, their scope, nature, habits and 

future. This is the shape of things as we see it in 

this mid-century year of 1950, a year of logical stock¬ 

taking over the past 50 years, and perhaps a view into 

the next 50 years as we expect it to he. This story 

must he judged upon this year of 1950, taking into full 

account the shortcomings of our age and the limited 

foresight we shall he accused of in the ensuing years. 

HISTORY CSP 
THE 

MARKET 

A shopping center is basically a market—a place for 

obtaining our worldly possessions of consumable and 

non-consumable goods, perhaps even a place of limited 

cultural fulfillment. It is a place dominated by the 

rule of the market, that of supply and demand. As a 

market, it has had its lowly beginning—possibly 

in the early farmstead of our American forefathers, 

where everything needed for existence was produced, 

distributed, and consumed within the confines of the 

farm. The farmer, of course, sold to no one, but the 

economical structure of his household is undeniably the 

origin of the market in America. The farm market 

was followed by the first city merchants, vdio, like the 
/ 

farmer, also combined his home, his workshop, and 

his store in one building unit. Unlike the farmer, 

the merchant confined his efforts to the manufactur¬ 

ing and sale of a single product. This was the era 

of small business based on home merchandising and 

home manufacturing, the era of the cobbler, the 

baker, the apothecary doing their business in a 

home atmosphere; the era of personal contact between 

buyer and seller. There were no wholesalers, no 

razz raataz signs to stimulate business; they relied 

upon personal salesmanship and skilled craftsmanship 

to draw customers throu^a their doors. The shopping 

streets reflected this home atmosphere system of pro¬ 

duction, merchandising, and living up to the time of 

the industrial revolution. The invention of machines 

to produce goods and the newly found means of trans¬ 

porting them to nation-wide markets, brought on the 

industrial revolution and caused a sudden rush to the 

cities. The ensuing concentration of our industry 

and labor supply within confined areas demanded new 

ways and means of retailing mass produced goods for 

widespread consumption. 

During this period was bom one of the most traditional 



and nostalgic forms of American business, the general 

store. It was Main Street itself—a one-store shop¬ 

ping center with every known type of merchandise avail¬ 

able. The general store was a center for trade, infor¬ 

mation, and sociability; a place to shop, to linger for 

Flushing Retail Center. Architect Lester Tichy 
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a chat with neighbors and friends. It marked the begin¬ 

ning of a new era of merchandising. For the first time a 

store was really a store and not a combined factory, home 

and shop. Indeed, the general store of yesterday and the 

conceived shopping centers of today bear a remarkable 

likeness; the one-stop shopping center, complete with 

social and cultural benefits, is not a new thing to the 

American of yesteryear. 

The force of mass production and a lagging market were 

bound to produce new means of merchandising; and the mail 

order catalog business proved to be the answer. Catalogs 

replaced the door-to-door salesmen, and giant warehouses 

plus mail order deliveries served as the counters of the 

general store. It was an attempt to get a wide distri¬ 

bution of mass produced products; though its success is 

undeniable, its lack of personal service could never sup¬ 

plant the friendly general store. Somewhat regretfully, 

the general store has passed from the American scene to¬ 

day, but its foster grandchildren are evident everywhere— 

the five and ten, the supermarket, the drive in market, 

the modem drug store. The most pretentious relative is, 

of course, the department store; that sprawling monster of 

concentration that sits like Typhoeus guarding our cities. 

Like the mail order business, the department store is the 

ultimate of mass production and distribution. The growth 



of the department store reads as an epitath of the 

growth of the city, the resultant image of concentration. 

Thanks to this growth, increase in "buying power, and 

demand for standard merchandise, the department store 

has become a national institution. 

The smaller stores were seriously threatened by this 

oversized monster, and from self defense turned to three 

basic means for competition. Diversified sales thus be¬ 

came the ambition of many merchants, as groceries, meat 

markets, delicatessens, and bakeries merged into super¬ 

market s; drug stores began selling everything from liver 

pills to eye glasses; jewelry stores initiated install- 

women's clothing departments; and filling stations 

resembled variety stores with pumps. The chain store 

was formed as such a defensive measure; by pooling their 

buying power and minimizing their operating and adver¬ 

tising expenses, they proved to be an adequate foe. The 

third tyoe of small shop has become the dandy of the 

architectural profession today and perhaps the prototype 

for commercial architecture in general—-it is the 

specialty store. 

The attraction of the little shops—by featuring com¬ 

fortable shopping conditions, an intimate atmosphere and 

personal attention to each shopper began to drain trade 

away from the big store. This initiated an all out 

modernization program by the big store, who borrowed the 

design techniques of the smaller stores and added such 

customer conveniences as lounges, tea rooms, travel 

bureaus and nurseries—all to please the fancy of the 

buying public. Both big stores and small had come to 

realize that having the right merchandise at the right 

price was not enou^i, that if they were to capture trade, 

•■he comfort and entertainment of the customer would have 

to be considered. 

The latest trend in merchandising has been the shopping 

centers, and were introduced to the public in Kansas City 



by J. Clyde Nichols in 1922, in his fabulous "Country Club" 

development. With all the eclat of a circus band, he in¬ 

troduced a new technique of merchandising. His germinal 

idea, that of clusters of stores serving specific trad¬ 

ing areas, featured most of the services and little of 

the frustration found in the congested central business 

district. There are many centers today to verify this 

success—Los Angeles’s mamnctb Broadway-Crenshaw center, 

San Diego's Linda Vista, Seattle's North^te and Bellevue, 

Boston's Middlesex center, Houston's River Oaks, being 

among the most famous and promisingly planned. 

The trend that fostered the shopping center is logical 

INTRODUCTION 

OF THE enough. The first half of the 20th century witnessed the 

SHOPPING 

CENTER gradual centralization of business as sales shifted from 

small towns to city and from neighborhood to central busi- 

. ness districts. This trend is perhaps most responsible to 

three incidents in our nation's history; the industrial 

revolution, increased means of rapid transportation, and 

the changed social conditions of our population. The 

revolution, through steam power and increased means of mass 
\ 

production, brought about the sudden growth of manufactur¬ 

ing. This in turn required a Large labor supply and a 

central location of transportation facilities—-which were 

to be found only in the cities of this time. Rapid trans¬ 

portation assured the factories of nationwide distri¬ 

bution of goods and thus added impetus to the drive of 

the revolution, and served the double purpose of afford¬ 

ing the population a means of moving about in the expand¬ 

ing city. The psychological effect of opportunity in the 

cities proved too much for the rural residents, their 

desire for fame and fortune soon overcame their natural 

instincts for farming and saw a mass movement to the big 

town. Centralization was the theme of the time in the 

honest conviction that it offered the only means of oppor¬ 

tunity for the people. 

The second half of the century has been a complete re¬ 

versal of this pattern in a sudden rebellion by the city's 

inhabitants for increased amenities of light, air and- 

space. It has been the suburban belt around our cities 

that has gained in population and the central district 

that has lost. To escape the noise, odor, confusion and 

congestion, the city dweller has headed for the open 

land beyond and formed a new class of people called 

'commuters'. The dispersal of retail purchasing power 

has been even greater than the dispersal of population, 

since it is largely the higher income groups that have 

deserted the heart of the cities. Retail trade, as alvays, 

has followed its means of existence. This is evident in 
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TOTMATICN 
OF 

CITIES 

the case of Boston, a city that lost $80 million in retail 

sales during the 'thirties while its suburbs gained $30- 

million in retail sales during the same period. Property 

values in the crowded center of downtown Detroit have 

tumbled some $2 billion since 1930. A few trend-conscious 

merchants escaped to the uncongested hinterland, found 

business per square foot better and more economical, and 

left the central district holding the proverbial bag. 

The decline of Main Street, largely caused by its inability 

to adapt itself to auto traffic, has created the drive-in 

store and shopping center planned for the auto trade, The 

private automobile has not only changed our working and 

living habits—it has also changed our ways of shopping. 

The auto nay have emancipated the customer but not the 

merchant. 

The concentration of retail outlets around its central 

core, the department store, has long since reached the 

saturation point; traffic has turned from advantage to 

palpable disadvantage. "In a sense, the successful down¬ 

town merchant today is like the goose who laid the golden 

egg, and then found it was too big to sit on"."'' Pheno¬ 

menal has been the growth of our cities, many doubling 

their population in the short span of a few decades— 

^Markets in the Meadows Architectural Forum, Mar. 19^9 
^Morris Ketchum, Jr., 5hop3 and Stores 

and phenomenal has been the resulting congestion. Our 

cities were not prepared for this growth—neither 

physically nor mentally, which has resulted in the un¬ 

planned chaos we claim as our fine, modern city. Here 

we find the basic reason for the formation of decentrali¬ 

zed shopping centers; the complete failure of our cities 

to fulfill the needs of its inhabitants. One need only 

examine the American city of today—-to see the con¬ 

gestion, the blight, the darkness and the filth, the 

merchandising bizarre, and the utter paralysis of our 

transportation—to understand why the American consumer 

has demanded better shopping conditions. No longer will 

the consumer fight his way downtown through the multitude 

of shoppers; to risk his life and limb in the crowded 

streets, to oe pushed and mauled about by hordes of shoppers, 

and be unmercifully exposed to the unruly elements. No 

longer will he drive to town and find no place to park, or 

ride the bus and find a long, crowded and unpleasant trip; 

to suffer the noise, confusion, and congestion that makes 

life irritating and unsafe. "With the advent of the auto¬ 

mobile, pedestrians have lost the right to do anything 

but dodge. Shopping has developed into a hazardous, nerve- 

wracking duty instead of a pleasant leisure-time occu- 

pation." Is it any wonder that shopping centers are find- 
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ing a ready market in the suburbs. The average city 

or suburban shopping district is an unplanned collection 

of shops and stores, theatres and amusements, office 

buildings and hotels. The individual location of all 

these separate commercial enterprises is largeXy deter¬ 

mined by chance and by haphazard realty values. The sum 

total is a commercial jungle—rugged individualism run 

rampant. The mutual advantages that might be gained by 

every business enterprise through logically interrelating 

the location of different activities such as trade, amuse¬ 

ments, services, business, and transportation are almost 

completely lost. 

The dispersal of trade to suburban shopping centers, ex- 

UNPLANNED cePt w^ere such migrations have been intelligently planned 
DECENTRALIZED 

CENTERS for parking and service facilities, have merely served to 

duplicate all the troubles of the downtown shopping area 

on a smaller scale. Proof of this is very evident in our 

typical ribbon development located on the inefficient and 

dangerous so-called major thoroughfares leading into the 

old city. Here we find all the congestion, the bizarre 

carnival of advertisements, the hazards of pedestrian 

shopping and auto parking that exists in the downtown area 

the deserted sidewalks and the struggling stores and 

services strung along these dangerous highways generally 

present a sorry and pathetic sight. It is evident that 

uncontrolled ribbon type shopping facilities soon turn 

into ribbon type commercial slums. The ribbon develop¬ 

ment is not the only unplanned type of shopping center, 

however, for the grouping of stores can be just as poorly 

planned and often i9. An example of this is the Village 

Center in Houston, Texas. As a commercial venture, this 

center has many advantages; it is located in a well-kept, 

middle income area, and easily reached by two heavily 

traversed streets. It has had adequate area for expansion 

and provision for parking, and generally shows a prosperous 

atmosphere. However, it is fast becoming a repetitive 

example of existing conditions in downtown Houston. The 

only provision for parking for the greatest share of the 

stores is one row along their front, yet all of them re¬ 

quire many times this small number of customers for even a 

marginal profit. Store fatalities have been noted during 

the post-war boom, and in one case involved a nationally 

known store. What vacant land that has existed in the 

area is rapidly being taken over by new store buildings, 

creating more and more traffic in the area while not pro¬ 

viding further means of adequate parking; the result has 

been increased activity in already overcrowded and highly 
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NEIGHBORHOOD 
SHOPPING 
CEKTEBS 

congested access streets. The next step is foreseeable, 

and can only be the formation of blighted areas surround¬ 

ing the district. This twi-light area is far from the 

remote future and can be seen in its first stage of 

development today. Neighboring houses are even new 

serving as conmercial structures, and those still occu¬ 

pied as residences are showing telltale signs of eventual 

abandonment. Well planned neighborhood shopping centers 

are the best insurance against neighborhood blight and 

decay, but their counterpart, the unplanned center, is 

the chief cause for deterioration in our living areas. 

Shopping centers are generally classified as three basic 

types: neighborhood, community, and regional——although 

three more groups of stores are technically shopping cen¬ 

ters; isolated clusters of convenience goods, ribbon 

development, and the central business district. Shopping 

centers vary mainly according to the area in which they 

serve; their size, qualities, and services depending 

entirely on the nature of the population. They may con¬ 

tain a small group of shops and stores clustered around 

some cross-road or be the equivalent of the entire shopping 

district of a large city. 

A. neighborhood shopping center has most of the charac¬ 

teristics of a commercial district, and may serve a 

community of from 25O to 1,000 families. It may range 

in size from 6 to 20 stores and services food stores, 

drug stores, possibly a restaurant, some general merchan¬ 

dise in the form of a variety store, certain services 

such as barber shops, and even physicians' and dentists' 

offices. The core of the neighborhood center is the 

supermarket—it serves as the 'anchor', the constant 

source of drawing power so vital to the other small 

stores. The stores in such a center sell primarily con¬ 

venience goods-—daily and weekly needB—and while there 

are generally some clothing stores, they are selling con¬ 

venience clothing rather than fashion goods. Many un¬ 

planned developments in this category have had an uncon¬ 

trolled, distorted growth to become areas of blight and 

decay. Neighborhood centers usually serve a mixed clien¬ 

tele of pedestrian and drive-in customers. 

Linda Vista, a large war housing development of 3,000 units 

near San Diego, California, is perhaps the finest example 

available today of good planning in a neighborhood center. 

It is reminiscent of the early colonial towns; its build¬ 

ings are grouped around a large central mall of landscaped 
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Linda Vista 

greenery and affords its patrons an undisturbed gathering 

place to carry on business, social and recreational 

activities. Show windows and store fronts have turned 

their backs to passing traffic and parking areas by fac¬ 

ing the pedestrian mall. Pedestrian traffic is concen¬ 

trated on the mall-—-protected by covered walkways set in 

front of the stores—shoppers walk from store to store, 

mothers rest on the park benches, children play on the 

grassy lawn. The mall itself is joined to the parking 

area by wide covered approaches and affords the motorist 

a pleasant and inviting view even before entering. The 

outside walls facing the parking strip have only small 

utility windows for light and ventilation, no show win¬ 

dows, and restricted trademark signs; and serves as the 

service entrances for trucks operating along the inner 

roadway of the parking space. A basic determining factor 

was the existence of an important traffic highway bisect¬ 

ing the property at an angle. This highway was incorporated 

into a planned traffic scheme, and the center was placed 

on one side of it rather than the usual two sides, 

resulting in no traffic congestion. The parking ratio 

is two to one; although this appears to be too low for 

drive-in shopping centers, it is accounted for by the fact 

that most of Linda Vista's customers arrive by foot from 

the neighboring residences. 

Linda Vista's merchandising program consists of a careful 

selection of complimentary stores—supermarket, five-and- 

dime, variety store, drugs, bakery, delicatessen, general 

merchandise department store, barber shop, beauty salon- 

each catering to neighborhood needs and each making its 

own contribution to the drawing power of the entire group. 

Its buildings boast a flexible structural system; follow¬ 

ing a l4 ft. modular grid system, they were designed to 

fit the grid but it was not allowed to be a limitation. 

The exterior treatment was uniform with painted batten 

boards and simple signs. The center's customers enjoy the 

easy parking, convenience of leaving children outdoors 
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CONMJNITY 
CENTERS 

unsupervised, and the faster shopping because of the com¬ 

pactly grouped stores, A general complaint among the 

customers was the lack of competition in the belief that 

it held prices up; some claimed to prefer higher prices 

for the added comfort and convenience. While Linda 

Vista patrons must still travel to midtown San Diego for 

special purchases of high-fashion goods, the center takes 

good care of all their day-to-day needs—-thus serving the 

basic purpose of a neighborhood center. 

Serving a population from 1,000 to 5.30^ families, the 

community shopping centers might contain from 15 to 30 

retail outlets and services. Besides the convenience facil: 

ties of foods, drugs, and eating places, they also include 

a number of apparel and home furnishing outlets, and gener¬ 

ally have financial services, amusement facilities, and 

other services of all kinds. It is a fact that shops and 

stores alone are not enough in themselves to create a well- 

balanced shopping center; it is advisable to integrate 

other business, civic and institutional buildings together 

with their own parking areas, pedestrian walkways, and 

traffic lanes. The surrounding community then has a 

definite, well-organised center for all its activities. 

Willow Run The community of Willow Run would have been an excellent 

example, and although it was never built, it is still a 

model for post-war planning. In the plan for the pro¬ 

jected community center, all shopping, business, civic, 

and educational buildings were coordinated with an over-all 

system of pedestrian and motor traffic. The shopping-cen¬ 

ter contained food, variety merchandise, drugs, barber and 

beauty shops, tailor, shoe repair, clothing, furniture, 

hardware, etc., and services afforded by a bus station, 

utilities, office building, movie theatre, and hotel. At 

the intersection of two pedestrian nails, each landscaped 

with grass, shrubs, and trees, the commercial buildings 

divided pedestrian traffic from the auto parking strips. 

These strips served both the shopping units and the 

adjacent civic group. The pattern of interior mails termi¬ 

nated in a reflecting pool at the heart of this second 

building group. Containing the city hall, post office, 

fire and police station, and a high school, these units 

served all five adjacent neighborhoods. The basic feature 

of the entire center was the proposed separation of pedest¬ 

rian and auto traffic. Pedestrian walkways were routed 

under highways by means of underpasses, and private cars, 

busses and trucks were given turn-off entrance and exit 

roads into the various perking spaces near each group of 

buildings. Communities of this type are not in general 

use today, not because they are not needed but because we 
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REGIONAL 

SHOPPING 

C1ETERS 

have not had the intelligence or foresight to see the ad¬ 

vantages offered. In such schemes lies the road to sal¬ 

vation of our jumbled lives and cities, as shall be 

explained in a later chapter of this thesis. 

Regional shopping centers are far larger in size and scope 

than any such neighborhood or comnunity shopping group, 

its larger trading area demanding the same shopping goods, 

amusements, and services offered by the central shopping 

district of a sizeable city. A regional center might con¬ 

tain facilities for 5,000 families and upward, and is 

located on easily traversed highways to serve an entire 

region. Here we find all the facilites usually demanded 

for living that are not possible to incorporate in smaller 

centers. The regional center is characterized by its 

department store, theatres, restaurants, tea rooms, 

specialty stores—in general, all that is available in 

the crowded downtown area. Such centers rely upon auto- 

borne customers for their existence, and therefore must 

be organized for the utmost convenience of the auto-shopper 

If the parking and traffic problems of the big city are to 

be avoided, there must be a logical ratio between building 

areas and parking areas—this is the factor of success 

or failure of a regional center. "The basic requirements 

of a successful regional shopping center include a strate- 

^Morris Ketchum, Jr., Shops and Stores 

gic location, a site large; enough for all requirements, 

a carefully calculated program of shopping, amusement, 

and service facilities based on the trading area involved, 

an orderly, efficient, and attractive group of buildings 

to accommodate this program, carefully planned and main¬ 

tained cff-street reads and parking spaces for motorists, 

safe and pleasant pedestrian walkways, and a skilled and 

enlightened management for the entire project."^ A 

regional shopping center is a guarantee to the surrounding 

residential neighborhoods and communities of the means 

for better living, and is providing the cities with an 

effective answer to the problems of decentralization. 
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Upon observing the disintegration of downtown Boston and 

the conglomerate formation of decentralisation taking 

place by these merchants, a group of local realty investors 

saw an opportunity for safer investments through pro¬ 

vision of better conditions for harassed shoppers and 

better business for their merchants. The first such pro¬ 

ject to come from this organization is North Shore Center 

near Beverly, Massachusetts. Unlike the usual shopping 

center, it is a completely integrated group of retail, 

service and entertainment facilities—all intimately 

geared to the auto-bome shopper. As listed in the Ameri¬ 

can City of July, 1$>^7» the objectives of the National 

Retail Recentralization, Inc., the center's developers, 

were: 

  to be completely, conveniently, and flexibly 

geared to the private automobile, users of which represent 

70$ of the purchasing power in the entire area . 

 to provide an even greater density of productive 

pedestrian traffic per sq. ft. of displayed merchandise 

than exists in present cities. 

 .to reduce costs of occupancy, selling, publicity, 

and delivery an estimated 13in structures designed to 

obtain a higher ratio of net-selling space to gross area, 

greater sales per sq. ft., and economical operation at 

either normal or peak. 

 to make available in the area the style and luxury 

merchandise not now available there and keep within the 

area some of the purchasing power being dispersed else¬ 

where against the will of the buyer. 

 to provide a calculated balance between shopping 

and recreational facilities, each classification contri¬ 

buting increased volume to the other. 

In the selection of a site, the first consideration was 

the 'easy accessibility of motor traffic; and it was 

finally placed at the convergence of three major high¬ 

ways, including Boston1 s six-lane circumferential. The 

traffic from these highways is offered an easy access to 

the center, plenty of parking space in the 3*000 plots 

even on the peak hour of the peak day, and handsome 

buildings designed for maximum consumer attraction and 

maximum selling. At North Shore Center the dismounted 

shopper is given the same consideration as his auto. Its 

buildings are grouped around a central pedestrian mall 

to create easy walking distances and the heaviest possible 

ccncentrat ion of customer traffic. Its 30-odd shops are 

dominated by a circular department store and supple¬ 

mented by a 1500 seat theater, 20 bowling alleys, a 

restaurant, exhibit hall, professional offices and ser¬ 

vice establishments. To encourage window shopping and 
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North Shore 
Center 

insure a steady flow of shoppers throughout the center, 

the department store and the recreational and entertain¬ 

ment facilities were placed at opposite ends of the pedes¬ 

trian mall. Shoppers are protected from sun and rain ‘by- 

covered walkways, and enter the mall of greenery from the 

parking areas hy well-located pedestrian arcades. Keystone 

of the center in location and purpose, the domed depart¬ 

ment store is the No. 1 attraction, its greatest revenue 

producer and an important generator of heavy shopper 

traffic for the other stores. Operated by a big name 

tenant, it features a wide selection of merchandise which 

suburbanites can now find only in congested Boston. The 

store's novel form is highly efficient as well as strik¬ 

ingly handsome, its prestressed dome of reinforced con¬ 

crete is supported by a tension ring and permits a clear 

span of the building, thereby eliminating columns on the 

main selling floors. The buildings unique design allows 

a net selling area of 73$ (higher than average by 24$), 

non-celling service areas in the lower levels accounting 

for 24$, and mechanical equipment a mere 3$. The centers 

30-odd shops, like the department store, are designed to 

out-do the busiest downtown store in density of pedes¬ 

trian shopper traffic per sq. ft. of displayed merchan¬ 

dise. This is achieved by using glass for almost all 

exterior walls and flanking both front and rear with 

covered walks. Construction is of li^ht steel frame with 

30 ft. beys and 100 ft. depth, and shed roof tilting up 

from a height of 12 ft. along the mall to make room for 

a small mezzanine floor. Intended for storage or addi¬ 

tional sales space, the mezzanine eliminated the need for 

a more costly full basement. 

Of trim, functional exterior design, the buildings are 

flexible to allow easy expansion and contraction between 

productive and non-productive units. Extending the full 

depth of the building, the big stores have entrances 

from both the mall and parking area; the smaller stores 



occupy space on either side of the connecting passageways. 

An important economic feature was the elimination of most 

of the cost of delivering merchandise. The customers 

auto "became a delivery wagon, with pick-up stations for 

home-hound shoppers. A common warehouse located on a 

nearby site reduces merchants handling costs and limits 

trucking operations at the center to that performed by 

small panel trucks. To preserve the center's character 

and prevent deterioration from uncontrolled outside acti¬ 

vity, the project owners have purchased a protective belt 

of land around the center. Zoned for residential and pub¬ 

lic use, this buffer strip will permanently protect the 

center and its parking facilities against later encroach¬ 

ment by other business developments. Most important result 

of the center's well-planned site plan will be the con¬ 

trolled creation of great real estate value, sharply con¬ 

trasting with the normal outcome. North Shore Center, like 

most regional shopping centers, is a non-expandable unit 

with its size and character remaining fixed; additional 

facilities are to be provided at strategic locations 

around the central core of the city. 

The first step in the planning of a shopping center must 

necessarily be the selection of the site. In the past, 

siting a retail store has customarily been a matter of 

hunch, bargain land, and obvious prosperity of nearby 

stores or a consumer survey based, not on shoppers' desire, 

but on habits which they have been forced to accept. In¬ 

stead, site selection must rely upon a long list of cold, 

hard facts and figures to determine the proper site and 

size of the project. The suitability of any site is 

largely dependent upon four main points; it must be judged 

on accessibility, zoning, topography and economic feasi¬ 

bility. 

To determine the accessibility of any site, an analysis 

must be made of the possibility of pedestrian traffic from 

nearby residential areas, location of highways for the 

arrival of private automobiles, and the availability of 

public transportation facilities. In the present concept 
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of shopping centers, foot traffic can necessarily "be dis¬ 

counted; but too much emphasis cannot be placed upon the 

importance of automobile traffic or the arrival by public 
SITS 

SELECTION conveyances. Careful study must be given to the traffic 

flow in and around the area of development, although it 

must be realized that raw traffic figures are not indica¬ 

tive of trade and that a qualitative analysis must be 

made to determine what portion of the passing cars contain 

prospective customers. The nature of the passing trade 

is an important feature, some areas contain 'going home' 

shoppers and some the reverse. In some areas the house¬ 

wife does the trading in the daytime, other areas are 

mostly evening shoppers of the whole family. The selec¬ 

tion of a site on the wrong side of the street could be 
Accessibility 

a deciding factor between success and failure. An impor¬ 

tant feature of centers located on high speed thorough¬ 

fares is that of acceleration and de-acceleration zones 

to permit easy access to and egress from high speed high¬ 

ways. Safe and easily traversed roads are a must for a 

successful center. 

Without proper help from local zoning ordinances, even 
Zoning 
and the well-planned shopping center has little chance of 

Topography 
prosperous activity. Present ordinances are so lax and 

vague that the center planned in accordance with them 

has little more to offer than the existing conditions 

such centers are trying to alleviate. Such ordinances 

readily encourage expansion by zoning far too much land 

for business, and further increa.se the trouble by permit¬ 

ting improper location of business through strip-zoning 

and guess-work zoning. If the new center is to function 

properly it must have the protection of revised zoning 

laws by the community it serves. The center needs assu¬ 

rance of proper protection from encroaching business and 

unrestricted real estate values; for this reason most 

regional centers provide themselves with wide greenbelts 

in addition to the rezoning ordinances. 

Topography is most important when the cost of construction 

and convenience of customers is considered, and either 

one might well rule out an otherwise adequate site. Shape, 

size, levels, and drainage facilities are all to be con¬ 

sidered. Steeply sloping sites must be avoided as customers 

will not climb steps or hills, although two-level centers 

have been proposed on such sites and appear to offer a 

great many advantages for the very large center. Cost of 

grading and foundations must be considered, as grades 

generally increase construction and maintenance costs and 

make planning less flexible and usually less satisfactory. 
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Economic 
Feasibility 

MARKET 

ANALYSIS 

The economic feasibility of a site is not so easily deter¬ 

mined as the other three, and may well depend upon many 

factors other than the cost of the land. The deterirdnation 

of what a given site is worth depends on how many customers 

the site will serve. and this will be known only after 

exhaustive market analyses have been made. The tentative 

selection of a site must be made prior to such analysis, 

and must, therefore, be based on good judgement and proven 

later. It is evident that a site cannot be ruled out as 

unsuitable because of higji cost at such an early date, for 

an expensive piece of land might well bring in more than 

enough additional revenue to warrant its extra cost. Sound 

business judgement and a proper balance of accessibility, 

zoning and topography are the best guides for early esti¬ 

mate of economic feasibility of a given site. After selec¬ 

ting a site, a preliminary survey of the market to be 

served and a rou^i layout of the building program involved 

will help determine if the site will be suitable. A note- 

able example of site selection is the North Shore Center 

in Beverly, Massachusetts. If the center had been located 

in the town of Beverly, three miles south of where it is, 

the land alone would have cost twice as much as the entire 

project presently planned; yet no customers are calculated 

to be lost by the selection. The present site has been 

capitalized at only $1 per sq. ft., compared to $3 to $5 

assessments in Beverly’s business district. 

After tentatively selecting a site, a promoter must make 

a very careful survey of the potential trade his center 

can hope to draw. There is no short-cut in market deter¬ 

mination. It is a long, exacting and expensive process, 

sometimes requiring hundreds of thousands of dollars and 

many years time. National Suburban Centers spent one- 

half million dollars on market analyses for North Shore; 

David Bohannon, California developer, spent a year getting 

market surveys for his Hillsdale Center before working 

out a site plan. He checked it again, then tossed most of 

it out the window and started all over. 

A quick check of the failures of stores will soon show why 

all this expensive figuring is necessary. Marcel Villan- 

euva, in his book Planning Neighborhood Shopping Centers, 

states, "most System cities, even in the most flourishing 

times, are tremendously over-3upplied with stores. For 

instance, a city of approximately 40,000 persons, generally 

has 1,000 to 1,200 stores, of which 50$ are non-profit 

operations that are constantly failing, 25$ more are so- 

called marginal operations. There is no need for more 

than a fourth to a f* fth of the stores usually found in 

nan-planned 'Topsy* cities." U.S. Census figures show 
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new businesses start in ratio of about 1 to 5 of concerns 

in existence; withdrawals are in about the same propor¬ 

tions. Breakdowns for ten kinds of retail businesses 

show that of 5*OCX) retailers, approximately 53$ lived for 

less than three years. Due to ignorance, merchants con¬ 

tinue to open stores without regard to the actual neces¬ 

sity for them and with little concern for the repeated 
Store 
Shilures failures that preceded them. Every year, since 1900, 

some 25O,000 to 450,000 retail businesses have failed and 

a comparable number of new ones have started. There has 

been no indication that this trend will not continue. The 

great majority of failures that occur every year among 

small businesses are not due to direct competition but to 

complete disregard of the principles of supply and demand. 

In many cases the failures could have been prevented by 

analyzing existing conditions before starting the new 

enterprises. This would have shown that certain concerns 

never had a chance to succeed. A better ’understanding of 

local purchasing power would enable merchants to evaluate 

in advance a potential business turnover. The municipality 

and the developer, on the other hand, could determine the 

location and extent of reasonable business zones and store 

construction which would serve a given market adequately. 

Such is the type of planning which needs to be encouraged. 

failures have a direct repercussion upon the land, upon the 

neighborhood, and upon the financial structure of the com¬ 

munity. Rent, taxes, ratables, carrying charges, and sales 

all have a bearing on one another, and vacant stores are 

not carrying their proportion of the tax burden. It is no 

wonder, therefore, that better shopping centers should be 

considered as an economic necessity as well as social 

and esthetic betterments. 

Shopping centers do not rely on the drawing power of exist¬ 

ing markets in the area, and therefore cannot be determined 

by ordinary surveys. They are creating a new market vdth 

emphasis on a balanced group of stores rather than cut¬ 

throat competition. A cumulative pull, based on the cus¬ 

tomer convenience of parking, a one-stop, big-purchase 

service, and a program of controlled merchandising is their 

stock-in-trade. A market survey is made to analyze in 

detail the potential volume and character of the center's 

retail market. The radius of attraction, buying power and 

local competition is carefully scrutinized and serves as 

the guiding force in the determination of goods to be sold. 

Badius of attraction is that distance from the shopping 

center from viiich customers can logically be expected to 

be drawn to make purchases in the center. The radius of 
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attraction is based on the driving time, public transpor¬ 

tation, walking distance, shopping habits, etc., of the 

potential customers. An irregular shaped trading area is 

the logical result, based on the time of travel rather 

than the distance. Kenneth C. Welch, in determining the 

radius for the North Shore Center, arrived at a thirty 

minute time-distance factor for a measuring rod of the 

boundaries of the center's trading area. This time-distance 

factor was based on the distance an average woman driver 
Badius 

of can drive at the rate of fifteen miles per hour through 

Attraction 

congested districts on local roads, thirty to forty miles 

per hour on parkways, and forty miles per hour on limited 

access highways. It was further determined that a woman 

shopping for food alone would drive for only seventeen 

minutes. Mr. Welch's calculations were not mere speculation, 

they were arrived at only after exhaustive research into 

the driving and buying habits of his potential shoopers. 

It must be realised that his calculations cannot have uni¬ 

versal application and that every such center must rely 

upon its own st’miles due to widely varied habits of people. 

A customer in Los Angeles mi got willingly drive a much longer 

time than the customer from Maine, and even local habits can 

vary so widely as to make standard calculations impossible. 

Once again, the nature of the center and its supporting 

Buying Power 

residential area is the deciding factor, the point in mind 

being a community type development where there is a higjo 

percentage of walk in trade and little attraction from out¬ 

side the community. 

All the people within the radius of attraction cannot be 

expected to trade in the center, and therefore, it must be 

determined what percentage can logically be relied upon 

for support and the money they have available for purchases 

withir. the center. The ability of the residents within 

the trading area tc make purchases is known as the buying 

power of the area. This buying power, or money available 

for purchases, is determined by a study of family incomes 

and expenditures. Yardsticks commonly used are distri¬ 

bution of income-tax returns, rentals, assessed valuations, 

homeowners to non-homeowners, telephone service and auto 

registrations. Average family expenditures of a few 

cities are available from data of the U.S. Census Bureau, 

and give a relatively good picture of the distribution 

of expenditures for various income brackets. The National 

■Resources Flanning Board and the Twentieth Century Fund 

Survey have compiled valuable data on family incomes and 

expenditures. This data, must be used as a guide only, 

and must not replace an actual market analysis by com- 
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petent authorities. After determination of protable expen¬ 

ditures to be-made ty the residents of the trading area, 

the business already committed to existing stores must be 

realised and deducted accordingly. A survey of existing 

stores as to type, quality, sales volume, convenience of 

location and customer amenities, will give an adequate 

picture of the existing competition. The net buying power, 

then, is the money remaining after deducting for the people 

who have not sufficient spending power, for that already 

committed to competitive business, and those who will not 

consider even the time-distance ratio figured cn. 

Upon the information obtained in the market analysis, de¬ 

pends the size, character, and type of stores tc be pro¬ 

vided, type of goods to be logically purchased, and finally 

the allocation of sales space in the center. This analysis 

must mirror the needs of the customers expected at the cen¬ 

ter, and will depend on geographical, distributive and trans¬ 

port factors, occupational and income characteristics (pro¬ 

fessional, business, factory, farm), provincial factors such 

as conservatism and high stylishness, and on age groups and 

special activity patterns. It is very important that the 

character of the center be that of its customers; obviously 

a farm group will hesitate, or even ignore completely, a 

center of high fashion, and in turn the social register 

group will endure many inconveniences rather than be ex¬ 

posed to an unsuitable atmosphere. In large centers, 

all types of stores will be offered, but the over-all 

character of the center must parallel the standard of 

living of the largest group of customers. The require¬ 

ments of individual stores are then determined, the sales, 

service, and display areas being tabulated in terms 

of square feet of floor area, equipment, and function. 

This is generally accomplished by mathematical formulas 

of questionable accuracy. The square feet of floor 

space of each store is arrived at by dividing the ex¬ 

pected annual income of the store by the national aver¬ 

age of annual sales per square foot for this class of 

store, and is then adjusted to local conditions of 

shopping habits, competition, etc. The lack of accurate 

and detailed information, in actuality, makes this a 

^ume of guesswork; and in the final analysis, this is 

exactly the method used by most developers. The internal 

needs of the store in relation to storage space, service 

space, sales departments, equipment, display needs, etc., 

are arrived at through past experience or by comparison 

with the current practice of other and similar stores. 

Qjiite obviously, this evolves into an indeterminate pro- 
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cess and seems to be the missing link in store planning. 

All this figuring is clouded by almost endless assumptions 

and shading. It is usually necessary to work with 1940 

census figures, and as these can be brought up to date only 

after many modifications, their correctness depends on 

hunch and experience. Even then they must be corrected by 

means of the Cost of Living Index to allow for the ever- 

changing dollar values. There are no set formulas for 

calculating the expectation of business for shopping cen¬ 

ters, Every developer has found new theories and scorns 

the older methods, and indeed the systems are changing so 

fast as to make the current analysis obsolete even before 

it is completed. A Houston developer spent two years on 

market determinations; upon the realisation that he still 

did not have an accurate picture, he hired a Seattle firm 

to begin it anew. Some economists debunk the validity of 

such long and arduous figuring, claiming that business hunch 

is still the only deteminent factor- *-*and that expensive 

surveys are largely wasted investments. At any rate, .market 

determination is an elusive thing—-there is no short road 
SITE FLASHING 

to success in a development; it is a time consuming, expen¬ 

sive and precarious process. 

The site plan of a shopping center is composed of three 

areas: parking, buildings, and landscaping, and is inter¬ 

woven with the means of circulation of the auto, pedes¬ 

trian and service traffic. Circulation in a shopping 

center, as in any building, is of the utmost importance, 

for upon its successful, distribution depends much of the 

financial likelihood of the center. The customer must 

be provided with the utmost in convenience and pleasant¬ 

ries, both as a motorist and a pedestrian—and to have 

as little contact as possible with service facilities. 

Auto circulation is from road to parking and back again, 

and must give safe, convenient driving and parking for 

even the least competent driver. The most suitable lay¬ 

out of auto circulation is to provide a system of fast 

circulation roads, slow access roads and looped parking 

lanes. A site plan should be organized so as to create, 

as far as possible, a complete segregation of various 

types and velocities of traffic. speed traffic from 

the highway enters a deceleration road to reduce speed 

to 20 miles per hour, this speed is maintained along the 

outer peripheral roadway encircling the parking areas, 

and fina’ly travel is at 10 cdufs per hour in the parking 

rone. 
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One source of constant trouble with auto circulation in 

large centers is the interchange of traffic from the shop¬ 

ping center and that on the highway. Stop signs and stop 

limits, by holding traffic in the area rather than allow¬ 

ing it to disperse, crea.t slow and nerve-wracking driving 

and does not offer a satisfactory solution. The left turn 

is the greatest hazard and cause of slow moving traffic at 

intersections and must be eliminated wherever possible. 
Circulation 

Many types of traffic interchanges employing underpasses 

have been used and appear to offer the greatest success. 

The types of traffic patterns vary widely from the full 

clover leaf to a simple one-way access read, the main object¬ 

ion to their use being higfr cost of installation and con¬ 

fusion to the motorist. It is highly doubtful that any 

developer would be able to afford such expenditures. How¬ 

ever the problem is also one of concern to the public, and 

it is reasonable to assume that such expense can be carried 

jointly by the public and the developer, rather than creating 

hazardous conditions on highways. 

When a customer has parked his car and alights, he then has 

become a pedestrian and so requires a completely different- 

circulation scheme. Says Architect Kenneth Welch about 

Middlesex Center, "The maximum separation of vehicle and 

^"Markets in the Meadows" Architectural Forum. 

pedestrian traffic in the center itself is a definite 

advantage and is reassuring to the customer who often 

has her children with her. When the customer takes the 

trouble to become a merchandise-seeking pedestrian in 

cur centers, she is protected not only from the hazards 

of the automobiles, but she doesn't even have to see one, 
4 

much less hear or smell one." An important consideration 

is the distance one must walk from car to store and still 

be in a frame of mind to make purchases. Though this 

distance has never been exactly defined, a maximum dis¬ 

tance of 200 ft. is felt to be the maximum for leisurely 

shopping and a much less distance for the quick in-and-out 

type of shopping. Here is one of the most important plan¬ 

ning problems to be solved—-getting customers to the 

focal retail points of the shopping center as effectively 

as possible. The return trip when carrying packages is 

not a. pleasant one if exposed to weather and a long 

walk, and has caused much concern among developers. William 

Zeckendorf, developer of the Flushing Retail Center, pro¬ 

vided covered parking areas as well as covered walks, 

making an all-weather project. Unlike most storekeepers, 

his tenants will welcome rainy days and hot, sunny weather 

when shonpers normally shun stores of traditional design. 

The cash-and-carry supermarket, with its heavy, bulky 

20 



packages, installed a system of attendants and carts to 

handle its customers purchases, but both are unproductive 

expenses as far as the merchant is concerned, "For 

weather protective loading, a porte-cochere is sometimes 

provided whereby a customer can drive his car under a 

covered area to load his purchases; and the latest inova¬ 

tion is an underground moving belt to carry the packages 

to a pick-up station in the parking lot. The latter 

method is calculated to give considerable saving in per¬ 

sonnel, and should cause no congestion in the parking 

area if provided with sufficient space for waiting cars. 

"Auto-shcpping" is based on the same principle as the auto¬ 

bank, whereby a customer can make quick purchases of stan¬ 

dard goods and errands, such as laundry and dry cleaner, 

without leaving his car. Such a system in a shopping 

center is not in use today, and althougi it does have 

definite possibilities, its future use is none too cer¬ 

tain. 

Since the smaller stores rely upon window shopping for 

much of their trade, a pedestrian, upon reaching the 

store group, must be subtly persuaded to pass by the 

shops. The only satisfactory system as yet employed 

to do this is by the use of a pedestrian mil with 

covered arcades connecting it to the parking strip. The 

arcades serve as the link between the parked auto and the 

pedestrian mall, and are the ideal location for impulse 

merchandise. The mall is usually just wide enough to , 

allow a person to see the displays of the opposite stores, 

but discretely done to encourage the shopper to make a 

closer inspection. Stores are best connected with covered 

walkways for all-weather travel; they gradually become one 

of the shopping center's standard amenities. Some centers 

have placed the department store at one end of the mail 

and the entertainment and recreational facilities at the 

other end to keep pedestrian traffic moving by the wide- 

open shop fronts of the store buildings. It is generally 



agreed that all means must he employed to keep shoppers 

circulating throughout the center in order to have a one- 

stop, many-purchase center. 

Service traffic in a center poses a very serious problem, 

and one that is seldom answered satisfactorily. Large 

trucks require a great deal of space and cause unsightly 

scenes that are not conducive to pleasant shopping. It 

Service 

Traffic is felt, therefore, that the presence of as little service 

traffic as possible would be highly beneficial. This is 

usually accomplished in one of three ways; by placing 

warehouses away from the center and having only panel 

truck delivery to the center, by servicing at night, and 

by separation of the service traffic and the pedestrian 

and auto traffic ty means of levels. Most large centers 

today are using the isolated warehouse system; it provides 

them with adequate service at relatively low cost. They 

use the shopper's automobile as a delivery wagon. There 

are pick-up stations located at points along the rear of 

the buildings where home-bound shoppers can pick-up pur¬ 

chases. Only bulk merchandise stored in the common ware¬ 

house is sold from samples on the sales floor a.nd delivered 

from the warehouse by truck. Incoming stock is also routed 

to the warehouse for temporary storage, then delivered to 

the center's shops and stores by small panel trucks, which 

are not so large and ugly that they cannot be endured by 

a finicky shopper. Track traffic within the center is 

thus reduced to a minimum. Servicing at night appears to 

be the next step in use in our downtown areas in order to 

provide a bit of relief in the cities congestion. When 

this takes place, it will also hold a possible solution 

for the bulk of servicing for shopping centers. Panel 

trucks are all that would then be needed to carry small 

deliveries during the daytime. The third solution, that 

of using different levels for service and customer traffic, 

has been used in a few large centers very successfully. 

Worth Shore Center carried a main thoroughfare under the 

pedestrian mail, and now under construction in Seattle, 

Washington is the Northgate Center which is creating an 

underground service tunnel the full length of the center. 

A service tunnel will segregate service and freight traffic, 

leaving all above ground free for customer circulation 

and private automobile parking. Excellent results are 

achieved in this way, but the final decision must be based 

on the standard question: Is it worth what it costs? 

Parking arrangement will largely determine the layout of 

the motorised shopping center due to its utmost importance 

22 



and large size. The factor of parking facilities can hardly 

be overemphasized, for the initial justification of the 

shopping center is that it takes the 'problem1 out of 

parking. As there is more space allotted to parking than 

to buildings, the parking area becomes the dominating 

feature of a site plan and serves as an intermediate stage 

between the rapid highway circulation and the pedestrian 

circulation within the stores. The amount of parking 

space to be provided is the most important, most widely 

disputed, and most inconclusively answered question of them 

all. The safest guides are supposed to be experience com¬ 

bined with knowledge of local conditions; types of stores, 

local shopping habits, available public transportation, 
Barking 

type of shopping expected, and the nature of the center to 

be built. It is apparent that the more parking spaces pro¬ 

vided, the more people decide to shop by car, and so the 

more parking space needed. The Urban Land Institute 

recommends a minimum ratio of 2 sq. ft. of parking for each 

1 sq. ft. of floor area, with a 3il ratio proving more 

useable. In the determination of the North Shore Center 

parking, no simple calculations were used. It was figured 

from a series of experience ratios (1.6 passengers per car, 

310 sq. ft. per car, a turnover of 3.5 cars per space, a 

peak of 1.7, a $3 average sale, 1.7 sales per customer, 

etc.) which indicated 225 spaces for every million dollars 

of shopping goods sales. Richard Gulich, a Buffalo 

developer, bases parking facilities on the estimated 

annual volume of the center, allowing space for 125 cars 

for each million dollars of sales. If the center has a 

theater, he allows one additional space for each three 

seats. An important consideration is the expected turn¬ 

over of cars per space per day, and largely depends upon 

the type of shopping which is expected at the center. In 

sharp contrast would be leisurely selection such as we ex¬ 

pect with women's fashions and the quick in-and-out trans¬ 

actions at drug stores, banks, and service shops. J. C. 

Nichols, in his Country Club Plaza, counts on a turnover 

of 5 to S cars per day parking space, but NSC assumed a 

ratio of only 3.5 cars per day. One of the major diffi¬ 

culties encountered in the larger centers is employee park¬ 

ing. In one large center, it was found that over 100 

employee's cars were occupying off-street parking space. 

If these were eliminated, a turn-over of five to eig£it cars 

uer day could be expected to provide space for 3*500 to 

5,600 drive-in customers. In the final analysis, there 

are a number of factors involved, including convenience, 

merchandising pull and psychology. 

Front parking, rear parking and split parking are all in 
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general use today, and have the possible competition from 

multi-level parking and under-store parking. Front park¬ 

ing is most suitable for the fast in-and-out shopper and 

to some extent albets the 'drive-in' psychology upon v/hich 

most centers base their appeal. It is supposed to create 

impulse shopping by the passing traffic, but the sharper 

is met either with an enormous expanse of parked cars or 

an equally bleak expanse of empty paving, and in general 

this system is not considered very satisfactory. Rear 

parking is most evident by its clear-cut separation be¬ 

tween valk- in and car borne trade, thereby allowing 

orthodox store siting. The inconvenience .caused to the 

drive-in shopper seriously limits this type, fer he must 

first drive to a rear lot and then walk back to the front 

of the store or enter through a rear entrance usually 

cluttered with crates and trash. When customers enter 

through a rear entrance, there is a confusion between 

customer circulation and service circulation; further 

difficulties arise by the lack of window shopping, for 

many customers never see the store front display, k 

better solution is the walk-through principle. The intens¬ 

ive funneling of these arcades makes them ideal areas for 

display and sale of impulse goods, although customers tend 

to resent the detours and this usually results in much 

undercover use of rear service entrances. 

Ey providing a limited amount of front parking and an addi¬ 

tional area for peak loads at rear or side, split park¬ 

ing achieves favorable results over the problems of the 

other two systems. The underlying purpose here is to 

catch both the impulse trade driving by and the regular 

customer who is willing to drive to the rear lot. This 

system eliminates the vast expanse of cars or empty paving 

found in the front parking, but poses the complaint of 

merchants that they have no location for their aain ent¬ 

rance. The average merchant wants to put his front on the 

street, yet in split parking most of his customers come 

from the rear. Split parking offers the most workable 

solution for the average center at present, as evidenced 

by the advocation if it by the Urban Land Institute Com¬ 

munity Builders Council. 

Ferhaps the best solution is the peripheral parking of 

Middlesex Center. Here the parking areas surround the 

building group, which in turn surrounds a mall of greenery  

giving complete separation between pedestrian traffic and 

auto traffic, k relaxed feeling is created within the cen¬ 

ter since; the parking is screened off by the stores. Er.t- 
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ranee to the mil is made through arcades placed at 200 ft. 

intervals, entrance to the stores can he made from the 

parking area, mall or arcades. The average walking distance 

from a parked car to any sheltered entrance will he less 

than 80 ft. and at maximum 200 ft. This center has insti¬ 

tuted two levels of stores facing the mall, entrance to 

which is made by ramping either up or down a half-level 

from the peripheral parking. This system is best employed 

in unlevel sites where the cost of grading can he held to 

a minimum, or where it is felt to he justified in order to 

keep the stores in an intinate group rather than spreading 

them over a long walking distance. A proposed center in 

Houston plans to provide two levels of parking and stores 

on a level site, the cost of the extra construction believed 

to offset the disadvantages of a long and unrelated group¬ 

ing of stores. Escalator service is to he provided between 

the two levels with covered walkways allowing pedestrian 

traffic to circulate at both levels. One feature that adds 

to the feasibility of this scheme is the easy flow of pedes¬ 

trians from the department store to the other stores in the 

center. Peripheral parking in centers is best suited to 

more leisurely shopping (e.g. for fashion goods), as opposed 

to the quick, convenience shopping which is best served by 

front parking. 

Hoof parking holds a strong appeal by putting into use 

an area that otherwise appears to be wasted, and has the 

additional advantage of providing three dimensional cir¬ 

culation. In actuality, its use is limited to a few 

special cases because of its excessive costs, the necessary 

ramps are expensive to build and take up valuable floor 

space. It is usually necessary to have a sloping site to 

justify roof parking, and even then it requires supple¬ 

mentary ground parking. Vertical circulation is more 

valuable to a single large store than to a shopping center. 

The latter depends upon an anchor to entice traffic in 

order to provide the smaller stores with window shoppers, 

but in roof parking few customers will ever reach the 

show window level. Some very excellent store designers 

have proposed under-store parking, which would have the 

advantage of protecting the shopper from the weather all 

the way from car to market and back agpin. With escalators 

carrying customers to the stores above, this system holds 

the possibility of many advantages not yet found in con¬ 

ventional centers. The concentration of service, of 

package delivery, lower land costs and construction costs, 

all appear to make this type of center worthy of further 

investigation. It is a far departure from our present 

chain of thoughts that shopping should be done in an 
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LANDSCAPING 

atmosphere of nature, although such a building would leave 

more ground area for planting and could contain green 

areas within their upper levels. In such a scheme, many 

merchants would deplore the lack of ground-level, street- 

front display space. 

Landscaping is playing a more important part in the success 

of shopping centers than ever before, and now must be 

considered as important an aspect as parking and buildings 

in the. site plan. Landscaping is generally of two types, 

that planned for pedestrian comfort, such as a mall, and 

that planned to alleviate the harshness of the buildings 

and wide expanse of parking pavement. The landscaped mall 

is a customer convenience long overdue. A mall of greenery, 

of pleasant trees and shrubbery, a pla.ee for the weary 

shopper to pause and for the children to play while mother 

Bellevue Shopping Center 
Architectural Forum 

shops; indeed these are things to entice even the most 

biased customer. The added expense more than returns 

its original investment through good will and comfort to 

shoppers, and is being accepted more and more as a 

necessary part of site planning. Ponds, flowers and 

children usually mean trouble and expense to the shopping 

center promoter. The center's of today have not been 

willing to meet this added expense and perhaps rightfully 

so; however, their use has been proposed in community 

type centers and can logically be used when the shopping 

public feels a personal responsibility for their upkeep. 

A wide expanse of pavement is not a pleasant view for the 

approaching customer, and can be relieved by careful 

planting of shade trees. The entire atmosphere of the 
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STORE 
GROUPING 

center can be unraeasureably improved by planting, giving 

the feeling of pleasant, comfortable shopping rather than 

the harsh, unfriendliness of the downtown district. 

Notwithstanding the importance of landscaping and parking 

space, the organization of the individual stores and their 

inter-relation will largely spell the difference of success 

or failure in a center. The entire essence of a shopping 

center is the mutual benefit derived by the concentrated 

effort of all. Therefore, this principle is neglected if 

the customer is not thoroughly encouraged to visit and to 

buy in all the stores. The grouping of stores within the 

center with relation to their merchandise and type of 

service is an extremely important factor, and will largely 

determine the formation of the building group. Dependent 

upon shopping habits, merchandise falls into three basic 

categories; impulse, convenience and demand. Individual 

stores that specialize in these items are classified as 

impulse, convenience or demand stores; or as convenience 

goods, which constitute daily and weekly needs, and shop¬ 

ping goods (impulse and demand), which are the seasonal 

to lifetime needs. Many stores will contain all three 

types of basic items, but are basically classified by their 

main drawing goods. Impulse goods are luxuries or suddenly 

desired merchandise, depending for sale on good display 

and accessibility; they include perfumes, jewelry, gifts, 

furs, and most men's furnishings and women's accessories. 

Convenience goods are staple items of standard quality, 

use, and popularity; they are the foods, drugs, and 

eating places. Demand goods are necessities that bring 

in a steady flow of customer traffic and constitute cloth¬ 

ing, furniture and household equipment. To encourage addi¬ 

tional purchases, stores of complimentary facilities 

should be closely integrated for related buying. Women's 

apparel, men's wear, children's wear and shoes should be 

close together; grocery, five-and-ten, and the variety 

stores are best together; and hardware, electrical 

appliances and furniture are a complimentary buying group. 

Psychologically, a woman in a state of mind to buy a 

dress might also be in a state of mind to buy shoes for 

herself or clothing for her family—but this intention 

might well be discarded when she is faced with a walk to 

a mis-located store. Likewise a man shopping for a 

lawnmower will be at ease in an area of the grocery and 

variety store, but reluctant to linger long in the atmos¬ 

phere of milady's shop. The latest trend has been to 

departmentalize the entire center; that is to place all 

shoe stores in one location, all food markets in another 
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and. all drug stores together. It is "believed that depart¬ 

mentalisation is the "big thing, it gives the customer more 

convenience, easier buying and insures competition. In 

large centers, such complimentary groups should in turn 

be located with reference to so-called 'hot-spot' or 100$ 

location-—this being the central spot of maximum buying. 

These groups are distributed according to: amount of rent, 

convenience to the community, and suitability of the 

shop for the location; the individual stores, rated as 

No. 1, 2, 3* or ^ locations according to their use, are 

placed progressively farther away from the center's 'hot¬ 

spot'. The underlying objective is to obtain and hold 

the community trade and maintain the entire center in a 

prosperous condition rather to insure a given amount of 

return to an individual shop. The final decision of 

location of various stores is accomplished by a careful 

weighing of all factors, and even then might have to be 

adjusted after occupancy shows a fallacy to generally 

reliable methods. 

The operation and financing of a shopping center is based 

almost solely on the validity of the individual lease, and 

thus a vital bearing on the eventual success or failure 

of the center. Percentage leases are believed to be the 

LIASES 

fairest rental method for both the landlord and tenant, 

and this system is the one most employed in the successful 

centers. Percentage leases are based upon the ability 

of the merchant to pay, the kind of business, the volume 

of business per sq. ft., the profit made on the merchandise, 

the importance of the location, absence of too much com¬ 

petition, and similar factors. There are several types 

of percentage leases; in the most common, the developer 

specifies a nominal fixed monthly rent with a percentage 

of gross annual income above specified levels. This 

fixed monthly rental guarantees the owner encnxgi to cover 

amortisation and operating costs, plus a small return on 

his investment; it is based on store size and type of mer¬ 

chandise and covering his prorated share of such public 

facilities as parking areas, walks and landscaping. In 

some centers, the owner helps the tenants to get established 

by reducing his fixed rent until the center hits its 

stride, and then the lease changes into the predetermined 

percentage clause. These percentages can run from as low 

as 1$ for supermarkets to as high as 15$ for beauty shops, 

and is based on the store size, type of merchandise and 

amount of drawing power of the individual store. This 

system in effect subsidizes the principal tenants at the 

expense of the smaller occupants, but it must be realized 
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that the smaller shops thrive on the trade created by 

the presence of the major stores-—who must make very 

heavy investments in publicity and special merchandis¬ 

ing plans in order to develop the maximum pedestrian 

traffic. Consequently, totally different considerations 

control the thinking of the two classes of tenants. 

This type of lease is a form of partnership, owner of 

property on one hand, and the occupant on the other. 

The owner furnishes the location and usually the store 

building, parking space, access, etc.; the tenant supplies 

the commodities to be marketed. The percentage-tyne 

of lease prompts the project sponsors to do all they can 

to boost their tenants' business, for any additional 

sales means a higier return on their investment. It is 

of vital importance for the developer to maintain control 

over the appearance of stores both indoors and out; con¬ 

trol of signs, awnings, and displays, and control of the 
STORE TYPES 

type of merchandise sold and hours of operation to pre¬ 

vent undue competition within the center. Mortgage men 

are inclined to agree that the gold rush aspects of shop¬ 

ping centers are giving way to a more realistic approach. 

The return of the buyer-market will squeeze out the 

marginal shopping center store just as inexorably as it 

will the marginal neighborhood or downtown retailer. 

All stores—whether they be flower shops, supermarkets, 

children's wear, service stations, drug stores, apparel 

shops, jewelry stores, department stores, or a hundred 

other types—-are further grouped according to their 

merchandising methods. Prom a sales standpoint, there 

are only three basic store types; the specialty shop, the 

variety store, and the department store. Specialty shops 

sell a limited group of related merchandise or a single 

type of service; such as women's apparel, men's wear or 

watch repair. They depend on concentrated sales appeal, 

leisurely shopping conditions and individual attention to 

each customer for their trade, with their sales, service, 

advertising and display following a similar pattern. 

Variety stores exist on diversified sales and offer their 

customers the convenience of shopping under one roof for 

a wide range of merchandise. Their goods are priced and 

sold for mass consumption, requiring a quicker turnover 

of stock and a greater number of transactions and accom¬ 

plish this by offering a minimum of personal service per 

customer or even self-service. Grocery stores, drug 

stores, hardware and appliance stores, furniture stores 

and five-and-ten stores are all typical variety stores. 
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A department store is the equivalent of an entire series 

of variety stores; it stocks a complete line of shopping 

goods rather thsua offering diversified merchandise in a 

single field as the variety store does. Department stores 

have the most comprehensive sales program of any retail 

■business, offering such items as women's apparel and 

accessories, men's wear and furnishings, children's wear 

and accessories, furniture, hardware, housewares; and 

such general merchandise as stationery, hooks, notions, 

piece goods, food, drugs, toiletries, luggage and gifts. 

Before considering the design of individual stores, it is 

well to understand that flexibility is the basic fundamental 

of store planning. Flexibility implies multiple uses for 

the same store part, whether it be space on the sales 

floor, fixtures to display and sell merchandise, limiting, 

air conditioning and mechanical equipment, display back- 

FLEXIBILITY 

grounds, walls, ceilings, or the design of the store it¬ 

self. For maximum flexibility and adaptability, the 

current trend is to reduce to the absolute mi mi mum those 

structural elements that form the fixed shell of the store 

building—columns, floor slabs, shaft ways, etc. The 

remainder of the structure—the finished floor surfaces, 

ceilings and partitions—that enclose sales, services and 

displays—are being designed as dry-built, knock-down 

units capable of multiple use and providing flexible 

access to the space and equipment they enclose. Flexible 

sales floor planning permits the control of three basic 

problems vital to a stores proper functioning; it must 

allow physical changes due to seasonal selling, for an 

occasional change of atmosphere and character in order 

to avoid display obsolescence, and for changes due to 

the natural growth of the store and its consequent 

variations in merchandising policy. This is accomplished 

by organizing the sales floor to permit flexible free¬ 

flow of horizontal traffic and centralized vertical 

traffic. 

The sole function of a store, and in turn the shopping 

center as a whole, is to sell merchandise. Therefore, 

the store planners first objectives are to promote maxi¬ 

mum sales by creating an efficient and attractive environ¬ 

ment, to successfully join the sales space with the service 

areas, and to draw customers into the store by means of 

an attractive, functional store exterior. The heart of 

the store is the basic function of merchant meeting 

customer, and from this point of sale begins the job of 

designing the store. Planned from inside out, the 
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interior sales space and service areas and their equipment 

must he determined prior to designing of the building's 

envelope,' The sales space should he organized in terms 

of departmental areas, locations, and customer traffic, 

the service space in terms of operational areas, traffic 

flow and equipment, and the store front in terms of 

advertising and display. Sales space is defined as that 
STORE 

PLACING space used for public sales, forward reserve stock areas, 

cash and wrap facilities, customer services that are an 

integral part of the sales area, and the store front 

display. Service space is space used for non-selling 

operations such as receiving, marking, stock-storage, 

employees, administration, etc. Space for building 

function includes space used for exterior and interior 

walls and mechanical equipment, including those areas 

used for stair, escalator, elevators, and shaftways. 

Based on current practise and national averages, 50 to 

70$ of the total floor area in a store building should 

be used for sales—the remainder for non-selling 

activities and building functions. 

The first step in planning the interior sales space of 

any shop or store is the general location of its merchan¬ 

dise divisions-—impulse, convenience and demand—and 

by interlocking those sales departments that feature 

related merchandise. Because shoppers will always find 

their way to demand merchandise if the traffic route is 

clear and convenient, these departments are best located 

at a point farthest from the entrance, with convenience 

departments midway, and impulse near the entrance where 

customers must pass them. The typical department store 

will place such impulse items as silverware, jewelry, 

perfumes, gifts and furs near the entrances; the con¬ 

venience items of women's suits, coats, dresses, men's 

clothing and shoes are farther back in the store or on 

upper floors; and demand items of furniture, appliances 

and housewares are in the least accessible locations. 

There are exceptions to this general rule, some types 

of luxury impulse merchandise require more secluded 

surroundings. Exclusive items of women's apparel or 

expensive jewelry and silverware need quiet traffic con¬ 

ditions, personal service and leisurely sales methods 

in order to allow the customer time for a careful selec¬ 

tion. These are best located where they are accessible 

to, but remote from the main traffic aisles. It is 

important to keep heavy traffic away from these areas, 
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especially "bargain hunters. Bargain counters should "be 

located in main traffic aisles where they are easily 

found and interfere the least with regular customers. 

To exactly classify a particular kind of merchandise is 

very difficult, a man's hat or a woman's dress may "be an 

impulse luxury, convenience or a demand necessity accord¬ 

ing to the current extent of the customer's wardrobe or 

the mood involved at the time of sale. Even local "buy¬ 

ing habits can shift merchandise from one group to 

another. 

After basic sales department locations have been estab¬ 

lished by general character of merchandise in each 

department, these locations will be further modified by 

requirements of related merchandise. Shirts and ties, 
SALES 

DEPARTMENT shoes and hosiery, handbags and gloves, are all examples 

of merchandise groupings "based on inter-related use. If 

the goods are located according to tyoes of customers, 

suggestive selling will be facilitated. If men's hats 

and shoes, smoking accessories, and men's furnishings 

8re placed near the men's clothing section, masculine 

shoppers can often make all of their purchases without 

leaving their own part of the store. Merchandise for 

women, for infants and children, for the sportsman and 

hobbyist, can be similarly arranged in logical assoc¬ 

iation; and women's wear can be subdivided into evening, 

street, and sportswear, with special departments for 

juniors and older women, etc. If a store is to have 

economic success, it must stimulate impulse buying by 

its customers; and by closely grouping departments, 

such impulse sales are generated. If a store was able 

to sell only the merchandise the customer had in mind 

to buy before entering the store, it would soon be in 

bankruptcy—for some stores depend on impulse buying 

for as much as 5Q$ of their gross sales. 

Every sales division has three major functions; it must 

act as a convenient meeting point for clerk and customer, 

it must serve as a mechanism for storing, displaying, 

and selling merchandise, and it must function as a back¬ 

ground for selling. Althou^i a single sales department 

or snail shop carries, as a rule, only one type of mer¬ 

chandise, that merchandise must agiin be broken down into 

impulse, convenience and demand groups. Merchandise in 

each of the three basic sales groups should be organized 

into separate, well-defined departments, each with a 

different selling job to do; each with its own type of 

equipment and displays and each with its appointed place 



in the store plan, properly related to customer traffic 

routes, service facilities, and other sales departments. 

For example, men's wear is 'basically classified as a 

demand item, but in a men's store, merchandise of all 

Merchandise 

Grouping three types will be found and located accordingly. 

Impulse goods of ties, jewelry, toiletries, and scarfs 

are found near the entrance, convenience goods of shirts, 

pajamas, and underwear are in the middle of the store, 

and demand goods of suits, slacks and sportswear will be 

found in the rear of the store. There is no other way 

to insure efficient operation by the storekeeper and 

comfortable shopping conditions for the customer. Such 

departmentalization within sales departments enables 

customers to easily find what they are after and, at the 

same time, keeps them constantly aware of the impulse 

items carried. It helps the merchants maintain a close 

check on profits or losses in each classification and 

simplifies the labor of stocking and displaying mer¬ 

chandise. 

In arranging the sales departments, it is important to 

remember that they must meet the demands of moving traffic. 

The whole pattern of traffic must be arranged for maxi¬ 

mum visual effect for the customer as they enter and as 

they move throu^aout the store. It is best to inter¬ 

relate departments so that a customer passes into 

another department before leaving the current one, thus 

subtly leading them through the store. Whether based 

on personal service of self-service, sales methods must 

be planned to promote maximum results. 

After the general pattern of customer traffic, service 

traffic, and merchandise has been established, the plan 

and equipment of each sales department, including its 

ways and means of stocking, displaying, and servicing 

the goods on sale, is the principal task involved. A 

sales department may occupy the entire floor area of 

small shop, or it may be only one of many sales divi¬ 

sions on some larger sales floor. In either case, it 

must be designed as a store within a store. Plans for 

circulation in the selling zone must provide for the 

three types of traffic: customers, employees, and mer¬ 

chandise. Successful layout of sales areas largely 

depends on proper location of the six points, to the 

individual selling stations, and to the entire floor. 

The ideal arrangement would permit proper functioning 

of all services without crossing or interruption from 

any other function, although this has never been achieved 
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in any existing store. 

The aisles system of stores is very much like that of 

the street system of cities and serves to carry customers 

from entrances to sales and display areas or to trans¬ 

portation facilities. There are two basic aisle 

systems functionally connected with fixture arrange- 
Aisle System 

ment; the rectangular or gridiron system and the free¬ 

flow or functional system. The grid is the most used 

and the least desireable system and has a bad psycho¬ 

logical effect on customers. The endless monotony of 

repetitious sales division, the lack of interesting, 

varied arrangements, the inhuman warehouse-like appear¬ 

ance of the sales floor are all liable to tire and be¬ 

wilder shoppers instead of stimulating them to buy more 

merchandise, lingers lie in its inflexibility, as 

sales area sizes are set ty the aisle formations rather 

than actual need. The free-flow plan usually provides 

the best relationship between traffic, sales department 

requirements, and display demands. A general direction 

of traffic is established for each floor, and selling 

fixtures are designed in irregular shapes, with curves, 

bulges, and recesses in the equipment, to form main and 

subsidiary aisles that lead shoppers rhythmically in the 

Silverware Department, Ketchum, Gina & Sharp 
Shops and Stores. 

desired direction. The adoption of curved forms makes 

it easy to increase or decrease the linear frontage of 

storage fixtures or counters within a given total area 

and thus quickly adapt them to changing needs for stock 

storage and selling space. The various departments stand 

out clearly from each other with distinctive size and 

shape, forming separate units like individual shops. The 

flexibility of the system is almost limitless, and is 

far more economical of space and of operating cost than 

the conventional gridiron. 

Bach sales department must be a mechanism for the storing 

and display of merchandise, and as such requires approp¬ 

riate sales fixtures, service equipment, displays, and 
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customer conveniences. It is vital that sales floor equip¬ 

ment "be carefully designed or selected for the art it has 

to play and appropriate in form and function to the goods 

that they hold. Otherwise, hoth merchant and customer 

will find it hard to appreciate either a clear traffic 

plan or merchandise layout. Upon the design of the equip¬ 

ment and its relation to the traffic lanes that lie "be¬ 

tween it depend not only the column spacing, "but the 

"building's entire structural system, window arrangement, 

lighting, facade design, transportation system, conduits, 

etc. The importance of fixtures is therefore hard to 

exaggerate. They are "basic to the selling operation; 

each item must conform in size, shape, and construction 

to the particular needs of the corresponding selling 

procedure. Fixture design and layout depend on the 

selling system, the sales operation, nature of merchandise, 

speed of selling operations, and the work movements of the 

selling operations. 

Sales fixtures fall naturally into four categories depend¬ 

ent upon their function; stock carrying equipment (vail 
Sales 

Equipment fixtures, "back fixtures, counters, etc.), selling equip¬ 

ment (counters, tables, etc.), service equipment (wrap¬ 

ping, cash, and tube stations), and display equipment 

(display counters, show cases, platforms, etc.). The size, 

shape, and character of the merchandise will logically 

determine the form and function of each sales fixture. 

Small precious objects such as jewelry, perfume, and 

watches require fixtures that permit leisurely shopping, 

with both eye level and table top displays and accessible 

stock storage. Men's and women's clothing are best dis¬ 

played and sold from free-standing or vail type hanging 

fixtures that permit customer handling. Linens, blankets, 

intimate clothing, hosiery, shirts and ties need only 

organized storage and a simple, protective display. Milli¬ 

nery departments need tables, chairs, and mirrors for 

customers, displays, storage counters, and stock rooms for 

merchandise; and shoe departments require chairs for 

customers, stools for salesmen, displays and shelving for 

shoe stock. Packaged goods are self protected and allow 

self-service; groceries, canned goods, bottle goods, hard¬ 

ware and stationery need only to be properly shelved or 

racked to form an attractive display. Many items of mer¬ 

chandise need little or nothing in the vay of a sales 

fixture—-furniture, floor coverings, and household app¬ 

liances need only a few shelves or platforms, and garden 

tools, small radios, housewares, lamps, mirrors, and 

pictures can be sold from simple, open sales fixtures. 
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Sales fixtures should always he durable so as to withstand 

the wear and tear given them by both customers and emp¬ 

loyees, economical in the initial cost and maintenance, 

built from appropriate materials, and flexible in use. 

Construction should be slenderized so that very little 

framework will be exposed and the emphasis will be on 

the merchandise. They should be accessoiy to the merchan¬ 

dise they display, not a distracting element. The objec¬ 

tive of the new trend in fixture design and layout is 

by utilizing the third dimension as touch as possible for 

displays and productive features. 

The structure of shopping center buildings are basically 

store buildings, and as such should meet about the same 

needs. Morris Ketchum lists as the ideal store structure's 

  requirements: 
STRUCTURE 

 It should be capable of enclosing interior space with 

the fewest possible fixed points of obstruction on sales 

floors, service areas, or store front display zones. 

 It should be adaptable to the flexible installation 

of circulation elements; stairs, escalators and elevators 

for public and employees, lifts, conveyors, and elevators 

for merchandise transportation, pipes, ducts, and conduits 

for electric, plumbing, air conditioning, fire-protection 

and communication systems. 

 It should be fireproof, or—at the very least—slow 

burning in order to allow people within the building to 

escape in case of fire. 

 It should permit maximum construction speed—with¬ 

out unnecessary dirt, noise, or confusion—so that the 

shop or store can open as soon as possible or continue 

in business during alterations with a minimum of incon¬ 

venience . 

 It should be economical and initial in maintenance 

cost. 

 It should form an attractive pattern when exposed to 

view in the sales space or on the store front but should 

never offer unnecessary visual competition to the mer¬ 

chandise on display. 

Shopping centers, because they generally are one-story, 

horizontal developments, allow a great freedom of choice 

in determining the structural system. Column and slab, 

truss, arch, or dome can all be considered in relation to 

the program, site, and costs involved. In any store 

building, large or small, the final structural solution 

must be based on a comparative analysis of the relative 

advantages of wood, steel, or reinforced concrete. A 
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system which gives the widest spans between vertical fram¬ 

ing members, the greatest flexibility in planning sales, 

services, and equipment—all at a reasonable cost—should 

be chosen. Even the smallest shop needs clear floor space, 

and the larger the store, the more it requires free space 

unhampered by fixed bearing walls or inflexible floors and 

ceilings. 

The ideal shopping center would be a continuous roof with 

a cleari open space between uncluttered with any supporting 

columns. All partition walls could be taken down and put 

up again—without any new material—within a few hours 

time. While waiting for this to become structurally 

possible, designers do the best they can "fay keeping spans 

as wide as economically justified. One-story buildings 

planned for occupancy by either groups of shops or a 

single large store, can be built and organized with long 

span column bays and roof trusses. Shops and stores in 

a building of this type are less restricted in their choice 

of area and location; and greatly simplifies the site 

planning of a center. Dividing partitions between sales 

and services or between departments on the sales floors 

can be more freely located. Pedestrian arcades can be 

easily routed throu^i a group of stores under the same 

roof with a minimum of interference from column obstruc¬ 

tions. Column and slab is by far the most used system 

for store construction today, and provides an excellent 

working store structure. Since the floor loads are 

carried on multiple points of support, the sales floor 

space is almost unobstructed to allow great flexibility 

of equipment. Only ligfrt weight non-structural parti¬ 

tions are needed to divide interior space or to keep the 

weather out of the building, the only permanent walls be¬ 

ing those needed to enclose vertical shaftways for fire 

stairs, elevators, lifts, and mechanical lines. Span 

widths must also be related to common store widths, which 

are based in turn upon the fixture and aisle dimensions 

of the particular stores. Where roof trusses are used, 

the truss depth can be utilized to provide additional 

ceiling height for service mezzanines and horizontal lines 

of pipes, conduits, and ducts. All these advantages 

should be carefully weighed agiinst construction costs 

before a final decision is made, but long-term odds are 

largely in favor of truss construction if the floor area 

to be covered is fairly sizeable. Aside from these 

strictly practical considerations, a well-expressed and 

visible structure can be far more inspiring, far more 

interesting—and far less costly—than any type of applied 
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decorative oma;nent, whether such ornament be borrowed 

from the past or taken from the current vocabulary of 

contemporary cliche's. As in any work or architecture, 

logic, fitness, and honesty of expression always help 

to create a successful store building. In a store 

building, floor and ceiling surfaces and dividing par¬ 

titions on the sales floor provide durable and attrac¬ 

tive sales backgrounds, enclose or conceal service 

spaces, act as sales and display equipment, and retard 

the spread of fire. Every floor, ceiling, and partition 

in a store building should be as flexibly designed and 

built as location and function permit. 

Most floor surfaces in-a store are subject to hard use, 

the only exceptions being those sales areas catering to 

shoppers in a leisurely atmosphere. Where heavy traffic 

and a good appearance is demanded, terrazzo offers the 

most popular solution through its handsome appearance, 

durability, easy maintenance, and economy. Natural 

stones, such as travertine and marble are not as suit¬ 

able, for they are more costly to install and maintain 

and do not have the wide range of colors. Ceramic tile, 

quarry tile, flagstone, brick and slate are all good 

materials for flooring, their main use is for special 

effects where the easy maintenance can be sacrificed. 

Resilient flooring can be had in great variety of colors 

and textures, and generally gives good service under 

normal conditions. Light duty floors should be surfaced 

with carnet, cork, rubber tile, or some other resilient 

material; where such surfaces are large, a combination 

of two materials sometimes offers the most suitable solu¬ 

tion. Service floors are serviced with almost any type 

of inexpensive but durable floor material. Flooring 

material that can be installed in modular units is much 

desired over the monolithic surface, as it is much easier 

to replace or repair. In addition to functioning as a 

durable display background, a sales floor surface acts as 

a gigantic switchboard with all sales fixtures, lighting, 

electric service equipment, plumbing fixtures and under¬ 

floor heating ducts plugged in or permanently attached to 

it. The appearance of a finish floor and its effect as 

a display background are just as important, functionally, 

as its resistance to wear and tear. As a rule, a single 

over-all floor color and texture will help to unify the 

sales floor, although some sales departments may need 

special flooring in order to emphasize their atmosphere 

and character. As in all store work, the specialized 

requirements functional and visual—-of each area will 
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determine the flooring material to be used. 

Finished ceilings, even more so than the finished floor, 

are functionally at their best when designed as a flexible 

unit. The most successful system in use today is the 

modular grid suspended ty clips below the mechanical 

equipment, usually employing such materials as metal, 

plastic or wood louvres, solid and perforated trans- 

ite, acoustic tile, plywood, building board or metal 

pans. In this system, an unlimited selection of limit¬ 

ing methods can be used and interchanged at anytime 

without making major alteration of the store's ceiling. 

Besides the flexibility of lighting, such advantages 

are achieved as access for easy alteration or repair¬ 

ing of air conditioning ducts, water supply lines, 

sprinkler, and electric outlets for the sales floor 

above. This flexible ceiling system allows for the 

first time a complete integration of sales floor ceil¬ 

ings and. sales department planning. Appropriate, econo¬ 

mical, attractive, and special.i7.ed lighting, corres¬ 

ponding to the plan, atmosphere, and character of each 

sales department can follow the initial layout of the 

sales floor or readily be adjusted as the store's 

interior evolves. Contrasted with the flexibility of 

these dry-built ceiling units is the inflexible surface 

of wet-mixed plaster. Although the monolithic surface 

presents an attractive visual effect, rigid ceilings of 

plaster have several important disadvantages. The dirty, 

messy job of installation, the long drying period before 

painting, the necessity of permanently fixing in a pre¬ 

determined pattern of lighting fixtures, sprinkler heads, 

grilles, and plug-in electric outlets, and the impossi¬ 

bility of relocating the mechanical lines without a 

major alteration, all points to an inefficient and costly 

ceiling system. The increased cost of limiting alone is 

a major consideration, for in order to get any degree 

of flexibility in the lighting, the entire sales floor 

area must be fixed at the maximum capacity. 

Partitions in the modern store building function as display 

screens, backgrounds, or props to enclose some speciali¬ 

zed space such as an elevator or mechanical shaftway, to 

act as sound baffles, or to prevent the spread of fire. 

Partitions on the sales floor do not carty structural 

loads, and it is seldom necessary for them to be higher 

than seven to nine feet. This height will allow them to act 

as effective screen walls without interference of air- 

conditioning or lighting, unless the service space behind 
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them is double-decked or enclose a shaft way. Sales 

floor partitions of this type should be dry-built and 

demountable so that their location and use can follow 

changes on the sales floor. Framing is usually of 

metal or wood strips, only thick enough to allow conduit 

space for electric outlets. Finish surfaces may be of 

plywood, metal, asbestos, building board, wood board¬ 

ing, half-round dowels, aluminum or porcelain enamel 

sheathing, transparent, translucent, or corrupted 

glass, mirror panels, or structural glass. Such parti¬ 

tions can be used as additional means of display by 

placing surface-mounted hook strips on the vertical 

framing members to hold hanging rods, shelving, display 

cases and other equipment, and results in a very hand¬ 

some and attractive display. Party wall partitions 

separating a store from an adjacent building or parti¬ 

tions enclosing fire stairs and mechanical shaft ways 

must be permanent in location and fireproof in construc¬ 

tion. Normally they are built of masonry materials— 

brick, terra cotta, concrete block or tile—but are 

finished on the interior in almost any practical material. 

Interior display is visual merchandising. Its principle 
INTERIOR 
DISPLAY is the power of suggestion—to stimulate the customer to 

buy additional items that he had not planned on buying. 

The need for distinctive, eye-catching displays is very 

apparent, for it is generally agreed that impulse 

buying is the difference between red and black on many 

ledger books—-and if a store is to have success, it 

must catch its share of impulse buying. Visual mer¬ 

chandising displays are arranged and dramatized to 

identify the entire line of surrounding goods and help 

to characterize individual departments, and to show the 

featured items currently being offered. Shoppers walking 

through the store should be continually confronted with 

thoughtfully and attractively displayed wares, whether 

it be on special displays, in showcases, on counters, or 

by other means contrived by the designer. Impulse buying 

is aroused by making the merchandise appear more attrac¬ 

tive and interesting when displayed in a realistic and 

dramatic fashion. A woman's dress looks better worn by 

a mannequin than it does hanging on a rack, just as 

shoes are highly appealing when dramatically offered 

but not when confronted with those endless rows of shoe 

boxes. Likewise, furniture is much more appealing when 

displayed in a semi-realistic fashion with a home atmos¬ 

phere, Interior display is much the same as stage sets, 

in all its false glamour there is still the appeal for 
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the customer—and. it must "be realized that the merchan¬ 

dise has to he kept in front of the prospective buyer 

at all times with a stimulating atmosphere. This is the 

role where lighting and color play such an important part, 

for a. successful display depends upon proper coordina¬ 

tion of merchandise, setting, lifting and color. 

Lighting is among the most complex and important pro¬ 

blems of store design. It is no longer the forgotten 

element; it has become an essential sales tool as 

vital for the selling operation as the selling fixtures 

themselves. The chief function of store lighting is 

LIGHTING 
to sell merchandise, and as such it contributes to a 

sale in three ways; by giving the customer a good 

first impression of the sales space, by creating 

a desire to buy, and by helping the customer to appraise 

the merchandise. The design of the entire sales space— 

from the traffic plan and organization of departments 

to the selection of materials, colors, and textures for 

walls, floors, and ceilings, will be vitally influenced 

by the lighting methods used. 

To understand and evaluate store limiting, it is first 

necessary to understand the basic principles of human 

Accessory Department, Ketchum, Gina & Sharp 

vision. There are three zones of vision—the total field 

of vision, the immediate field of vision, and the moving 

field of vision as we travel through space. Kenneth C. 

Welch, authority on store lighting, defined them as 

follows: "Total field of vision extends about 80° to 

90° to each side and below the central axis or line of 

horizontal fixed gaze, and 35° to 4o° above it. The imme¬ 

diate field of vision extends 40° to 60° about this axis. 
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It is the zone within which one is quite conscious of 

varying brightness and forms, and over which the con¬ 

centrated g^ze can roam quickly and unconsciously by 

moving the eyes. The normal field of vision in a store 

can be defined as being unlimited laterally and down¬ 

ward, but limited upward as the point of fixation to 

15° above the horizontal."^ This smaller area about 

the central axis is known as the visual task area, in 

which our eyes can focus and see detail clearly against 

a contrasting background. The annular ring of visi¬ 

bility outside the task area is the surround, in which 

light can enter the eyes and compete for attention 

with light received from the task area, thus causing 

glare. Engineers recommend that the brightness in the 

surround be greater than 10$ but less than 100$ of the 

brightness of the visual task. 

Good visibility is primarily dependent on contrast rather 

than quantity of light. The eye inspects and measures 

an object by aid of the contrast between the lighted 

object and the object's own shade and shadow. This is 

the only visual means by which anything can be given three 

dimensions. Excessive contrast creates a harsh, disagree- 

^Kenneth C. Welch Architectural Forum 

able effect which makes it impossible to see detail within 

a shadow. The ideal solution for both good visibility and 

comfortable inspection is to combine adequate general 

illumination with sufficient adjacent lighting for soft 

contrast shadows. The quality and distribution of light 

is far more important than the quantity used. It is 

important to realize that illumination is only useful 

and visible to the human eye when reflected from the 

surface of some object within the range of vision, and 

that direct transmission of light from source to the 

eye only results in glare and confusion. 

Light sets the stage for shopping indoors and out. The 

entire character of the store can be created by lighting, 

and then easily varied from day to day or week to week. 

Store limiting presents a unique problem. In order to 

provide the proper limiting for both merchandise and 

sales background, it must be a combination of the soft 

lighting of the home and the higji intensity of the fac¬ 

tory, blended harmoniously into an over-all effect with¬ 

out harsh glare and hard contrasts. It is wise to 

analyze the customers trip through the store and determine 

what should be seen at what point. The first impression 
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will be governed, by the over-all appearance of the sales 

space. The backgrounds which surround the merchandise— 

the floors, vails, ceilings, equipment—should set off 

the merchandise rather than serve as competition, and 

should not have the brightness of the smaller area that 

contains the goods on sale and their immediate surround¬ 

ings. It is a general rule to light the merchandise 

two or three times more bristly than its surroundings 

in order to attract and hold the customer's attention. 

This attraction through relative brightness applies to 

the goods on sale, especially the impulse items, to any 

signs, displays, or other visual aids to selling, and 

to the sales backgrounds. The best practice today is 

to use over-ell illumination on the sales fixtures and 

their merchandise, and still stronger accent lighting on 

the floor displays. 

The intensity, direction, and color of the lighting system 

can be determined by the functional needs of the sales 

space. Lifting methods should not follow the same pat¬ 

tern throughout the store. Over-all uniformity on the 

sales floor is not only monotonous but out of character 

with the first objective of good store limiting—-the 

promotion of sales. No one lighting solution can pro¬ 

perly take care of the varied sales and display problems 

of an entire store. Types of merchandise vary widely in 

use, color, and texture—each sales division requires 

a different lighting treatment. It is vital, however, 

that a high, degree of flexibility be maintained with the 

installation of all lighting fixtures. Since brightness 

is measured by reflected light, merchandise brightness 

will be controlled by the amount and quality of the light 

thrown on it and by the contrast value of its immediate 

display background. Merchandise with a low reflective 

factor, say a dark coat or suit, can have a lighter dis¬ 

play background, provided the contrast iB not over¬ 

emphasized. Goods with a high reflective value, such as 

light summer clothing, show up best if given a dark back¬ 

ground. Jewelry, glassware and silverware require direct, 

sparkling light; clothing and yard goods are best shown 

under daylight fluorescent lighting. Color values are 

a very complex problem. It has been found that the 

coolness produced by combining daylight fluorescent and 

incandescent light result in an ideal blend for both 

complexion and merchandise. The resulting blend is the 

nearest approach to natural dayli^it that can be pro¬ 

duced by artificial lighting. 
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COLOR 

For store lighting, three types of light sources may be 

used—incandescent, fluorescent, and cold cathode, ifech 

has its own special qualities and functions, but there 

is great flexibility of choice. Incandescent lift 

permits powerful lift concentration because of its 

small lift source which can be used in the form of spots 

or floods to focus attention. It is advantageous for 

giving brilliant lift on counters and for spot-lift¬ 

ing special merchandise. Fluorescent lift permits good 

intensity with a fairly low level surface brilliance of 

the source. The lift is white and similar to daylift, 

and radiates less heat than equivalent incandescent 

lift. It is a highly efficient lift source of low 

brif tness per square inch but good diffusion; it is 

especially valuable for general illumination. Cold 

cathode lifting adapts continuity of lifting to any 

shape with greatest uniformity. Its brif tness per 

square inch of tube surface is smaller, with less ten¬ 

dency to produc» fare. It is especially good for 

selling equipment, for continuous throuf-lighting, 

showcases, wallcases, etc., and for ceilings requiring 

curved sources. For the most pleasant store illumi¬ 

nation, all three types of lifting should be coordi¬ 

nated harmoniously. The true cost and efficiency of any 

lifting system can only be measured by its own merits 

rather than by hard and fast rules. Lifting, like any 

other type of store equipment, is only a means to an end. 

Color is no less an important factor than is lifting in 

store design, and in fact, the two must be developed 

hand in hand to achieve favorable results. Color is 

lift, and colors vary in their nature, intensity, and 

texture according to the amount of lift that they absorb, 

for all we see of a colored surface is the lift reflected 

back to our eyes. The leaves of a tree are green to our 

eyes only because they absorb the reddish rays of the 

sun and allow the green to be reflected. White reflects 

the most lift, and black absorbs the most lift. The 

warm reds and yellows, the greens and cold blues and 

violets, are the normal colors in-between. Colors have 

different properties. They can be pure, intense, dark, 

warm, cool; they can appear large or small, near or far, 

lift or heavy, concentric or eccentric. Deep colors 

tend to appear heavier than pale colors. The liftest 

of all colors is white and the heaviest is black. The 

brif ter the color, the larger it appears. The largest 

color is white, followed by yellow, red, green, blue, 

and black. Colors are also cold or warm. The greens, 
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blues and blacks are considered cold; the yellows, reds 

and whites warm. Warm colors seem to advance, the 

cold ones recede. The lens of the eye does not focus 

equally upon all hues. Red makes the eye 1 far-sighted', 

by causing the lens to grow thicker. This action will 

give red a nearer position than blue which causes the 

eye to grow 'near-sighted' as it flattens the lens. 

Colors have an endless variation because the hues may 

appear different through added properties such as the 

translucent, filmy, opaque, lustrous, mat or rough 

surfaces. A relative complication sets in when it is 

understood that every color can be made warm or cold ty 

being mixed with the neighboring color at either side, 

since every color affects all adjacent colors and is 

affected by them. 

Such are a few of the fundamental facts of color, though 

they are far short of explaining the true phenomenum. 

Color is an indeterminate language in itself and one that 

has been studied since the beginning of history without 

undisputed definition. Color analyists have defined 

between a few thousand to over ten million colors, but most 

resolve them into six to ten primary colors, following the 

psychological law of the threshold of optimum discrimi¬ 

nation. This means that while innumerable gradations of 

color exist, we tend to react to simple but strong sensa¬ 

tions, and often we simplify what we see to prevent its 

throwing us into confusion. The appreciation of color is 

an inborn faculty in every human being. The appreciation 

of color depends upon the general psychophysical fact 

that man answers every color with its contrast, with its 

complimentary. The eyes react to red with green, to 

yellow with blue. This means that color harmony is the 

perfectly balanced condition of the complimentary 

energies whereby the complimentary of every color is the 

result of the physiological function of the eye. 

The proper interpretation of this basic data into the 

sales space will return satisfactory dividends for effort 

involved, as color is a very important element in 

visual selling. Color values and color composition can 

be used to accent and identify the merchandise on display, 

to establish the visual proportions of the sales space 

and to create the psychological character of the store 

and its merchandise. A basic rule to follow in planning 

store colors is to make backgrounds quiet and harmonious 

with stronger merchandise colors, to make backgrounds 

strong in value and contrast to weaker merchandise color 
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values. With the first approach, wall, floor and ceiling 

colors can he used as unobtrusive hut important aids to 

selling. The vail behind a length of sales fixtures 

can have an opposite hut harmonious value, dark or 

light, to the stock cases in front and their merchan¬ 

dise. In turn, the same vail can have a different color, 

tone, or value from its neighbors. With the second 

approach, full advantage can he taken of the tremendous 

value of contrast. If the merchandise is varm in hue, 

it should he placed agpinst cool colors a red dress 

being most advantageously shown against a cool back¬ 

ground of tans. If the goods on display are cool in 

color, like jewelry or silverware, they can afford rich, 

warm background colors. Such merchandise is often shown 

against dark blue, dark red, or chrome yellow. 

Color values and hues must be checked against their pro¬ 

bable psychological effect on customers. For a digpified 

store, such as a jewelry store or men's wear, colors that 

are few in number and appropriately cool or warm in tone 
SHOPPING 

CENTER are indicated. For the warmth and gayety of a children's 
ANALYSIS 

shop or a candy store, strong colors and greater contrast 

values are permissible. Colors under artificial light 

will produce widely varied effects from that encountered 

from natural light, and should always be checked with 

the lighting system to be used. A new field of color 

exists that has not sufficiently advanced for use in 

store desigp, but it holds exciting possibilities for 

the future. Color with light rather than from pigment 

will bring forth a new form of visual art. 

To this point, shopping centers have been defined in 

detail as to their present existence and formation without 

attempt to analyze their assets and deficits. It is 

therefore imperative that such analysis be made, setting 

forth the conclusions arrived at from this study. 

The first and foremost observation is the highly developed 

skill employed in the design of individual stores, and 

here one can only draw the conclusion that it is one of 

the most advanced stages of contemporary architecture. 

Store design has advanced rapidly over the last few 

.years, passing from the adornment of the eclectic era— 

the Spanish villa, the Greek temple, Colonial mansion 

and French chateau—to the efficient, attractive design 

devoted to the business of selling merchandise. Few 

branches of architectural design can match the honesty 

of expression found in the contemporary store; the 
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flexibility, lighting, use of .materials, effect of color, 

and functional arrangement of the whole set a rapid pace 

not easily matched. There is still much to be desired 

in store design, but one is faced with the fact that it 

is advancing very rapidly and appears to be settling 

into a prescribed pattern. 

Such is the case of the shopping center as a whole. It 

has followed the same pattern of the individual shop, 

the first centers were eclectic in nature, copies of 

Spanish and Colonial buildings set on the average 

street comer, and later they have become functional 

machines for selling with parking provisions added. 

Selecting the finest shopping center as an isolated 

unit, one can find but little to severely criticize; 

they serve the function of selling in an undisputable 

way. However, few centers are reaching this perfection, 

most are humble-jumble affairs that are following the 

tragic mistakes of the concentrated central business 

district. The mistakes most often encountered are the 

lack of parking, creation of impossible circulation 

incidents, poor site location for market impulse, land 

use and protection, failure of proper integration, and 

poor store de6igr. It may seem incongruous to state 

first that they are highly developed and then to state 

the tragic conditions of most centers—but the intent 

is only to note the existence of advancing conditions. 

These conditions do exist, and the failure of the large 

percentage to avail themselves of these advantages does 

not set the scope of this investigation. 

Accepting the fact that store design and shopping center 

design is basically good, although in the extreme minority 

of cases, there still remains a glaring and irreputable 

fallacy in their formation. This fallacy is easily 

discovered but not so easily defined. Despite the effi¬ 

ciency of the isolated unit, it fails to satisfy the 

needs of the inhabitants it serves when viewed as an 

integral cell of the entirety. The isolation of centers 

into strictly commercial ventures may result in excellent 

store design, but fails to provide people with the 

proper living experiences. There are pitifully few 

centers in existence in the United States today that are 

properly integrated with the living conditions of its 

customers; that can provide them with safe, convenient 

and pleasant shopping conditions 'without the harass¬ 

ment of tremendous auto congestion; that can offer 

healthful, educational and spiritual enlightenment for 
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the family; or that serves as the focal point of human 

experiences. The expression, "The shopping center 

symbolizes the life of the town" has "been widely quoted— 

hut does it? No one denies that it should, hut who can 

prove that it does? Certainly that hodge-podge store 

grouping on the corner does not symbolize ay thought of 

life; it is more a symbol of what life should not he. 

Bizarre, dirty, unkept, conglomerate mass of human 

congestion, this is the shopping center we are to call 

our symbol of living and to spend our hours each day 

paying our respect to the deity of commercial jumbleism. 

Granted the finest centers in the country have eliminated 

many mistakes of design, hut what of the symbol of life 

of the community? What does the shopping center do to 

encourage nei^ihorliness, to give the residents a feeling 

of mutual belonging, or to stimulate the spirit of joyful 

and enlightening living? Proper satisfaction of these 

conditions are not found in any center known by the 

author, and will not be until certain definite mistakes 

are brought to remedy. 

As long as the shopping center is an isolated cell and 

PRINCIPLES 

OF not an integral part of all other functions of living 

TOWN LIVING 

found in a community, it will remain as it is today— 

a function devoted entirely to commercial gain. The mer¬ 

chant feels no community responsibilities, he no longer 

even knows his customers. How then, can we alter this 

situation; how can we derive proper conditions from the 

unhappy state of affairs of today? First, by investi¬ 

gation and understanding of the basic principles of 

living; second, by immediate application of these prin¬ 

ciples to design.. All planning, whether it be in the 

design of an individual building, chair, spoon or walking 

stick, or the formation of a neighborhood or an entire 

region, must be scaled to meet the conditions of but one 

thing. That is human existence. Anything which fails 

to satisfy human needs, to advance these needs into finer 

being, fails to be of an adequate nature. Such is the 

case of the shopping centers we have discussed, such is 

the case of the city as a whole, such is the case of our 

entire living conditions. If we are to improve our lot, 

to better our existence as humans, it is only logical 

that we must understand the basic principles by which we 

are governed in this existence. It is not the intent to 

set forth here an individual philosophy of life or to pro¬ 

pose a theorem of city planning, but to clarify what does 

exist today and what it is possible to have in being to¬ 

morrow. 
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The members of the CIAM, meeting to study the life of 

cities and of living conditions within them and to form- 

late remedial policies, arrived at very definite con¬ 

clusions regarding man's living essentials. Man vas 

taken as the focal point in its studies, and the funda¬ 

mental principle was the pristine state of man; thus man 

vas to be replaced in the conditions of nature. To 

better fulfill the cultural role of cities, which con¬ 

stitutes the main justification of their existence, 

town planning was to be the organization of the functions 

of collective life. These four functions—dwelling, 

working, recreation, and circulation—are the keys to 

town planning. This is man's existence translated into 

form, the plastic state of buildings, of roads, of 

landscape, of space, moulded to satisfy the conditions 

of man. Further defining the town's formation, it is 

dependent upon the variation the inhabitants employ to 

fulfill the four functions. Thus the scale must be the 

human scale—of infants, of school children, adolescents, 

and adults—-and formulated to meet the conditions of 

each. 

The function of dwelling is the common meeting point of 

all beings, where old and young must perform the functions 

of living together, in harmony, without recourse. The 

dwelling must be the underlying form, to set the tempo 

for the other functions, the scale for the entire city. 

Dwellings must be arranged to satisfy all the diverse 

functions of living, to provide quiet, clean and health¬ 

ful conditions; to allow contemplation and sociability, 

recreation and leisure, seclusion and openness—-in a word, 

a complete range of experiences to fulfill the cultural 

role demanded of living. Designed with the third dimen¬ 

sion, control of the density of population is achieved in 

human proportions. 

Recreation must be interdependent with dwelling, scaled 

to the same needs and largely located within the neigh¬ 

borhood unit. The need for recreation is vital to life; 

the need for spiritual, educational, social, psychological 

and physical recreation forming the basic experiences 

of living. Such facilities should be easily accessible 

from the dwelling to allow their constant use and con¬ 

stant spirit. Churches, schools, community facilities 

and playground facilities should all be within the scope 

of the neighborhood formation. Thus the neighborhood is 

defined; to meet the conditions of man in a state of 

natural habitat, to be scaled to human proportions, to 
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fulfill the conditions of living in an enlightened atmos¬ 

phere. 

Working is for adults, therefore the location of places of 

work are not necessarily in the neighborhood unit, "but in 

places suited for the type of work performed. Work of a 

nature required in everyday sustenance must be closely 

united within the neighborhood unit; thus we find the 

shopping facilities centrally located for easy walking 

distances—while some work of an educational nature 

should be closely allied with the neighborhood to offer 

experiences to the young and to encourage a closer feeling 

of mutuality between work and living. The large bulk of 

working facilities must be located in regard to transpor¬ 

tation, topography, etc., and in conjunction with the other 

phases of living. Industries of smoke, noise and other 

unhealthy conditions must be located in areas of like 

use and offer protection to living facilities by means 

of open areas of greenery. 

Circulation is the means by which all other functions are 

adjoined together, and is scaled partly to human capabili¬ 

ties, partly to mechanical means. The neighborhood, 

because of its very nature of human activities, must retain 

an ambulatory circulation with combinative automobile 

facilities. Speedy auto traffic must by-pass and not 

intersect the neighborhood, with only that traffic 

directly concerned with the neighborhood permitted to 

enter its self-contained unit. 

Thus have we arrived at the basic conclusions that have 

been the underlying factor in the formation of the 

integral community. These principles have been employed 

to form an integral cell of living proportions scaled 

to human needs and human ideals. The site chosen for the 

location of this community is an existing one in the 

city cf Houston, Texas; a site at present occupied in a 

highly degenerate slum condition, one in great need of 

rehabilitation. This site was chosen for many reasons— 

to point out the need for planning, to show the feasi¬ 

bility of such planning, and to demonstrate the princi¬ 

ples of planning as stated. This thesis is mainly con¬ 

cerned with the shopping facilities located within this 

community, but in the belief that one cannot exist with¬ 

out proper integration with all phases of the community, 

the study has dealt with the entirety. Prior study of 

the selected site pointed out the condition of existence; 

a site of approximately 3^0 acres with a 2}0 acre occu- 
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pancy, contains approximately 24,000 inhabitants, 99# of 

which live in one-story dwelling units, for an average of 

105 people per acre. Living conditions are exceedingly 

poor, 85# of the dwellings are unfit for occupancy, 10# 

are of doubtful quality, and only 5# can be considered 

as livable. Roads are unimproved and sanitary facili¬ 

ties in very poor condition. Shopping facilities are 

scattered aiaong the dwellings and very degenerate, 

recreation facilities are non existent (a. small park 

located on one comer of the property containing no 

facilities and no patrons), churches are housed in 

abandoned stores or warehouses, and school facilities are 

located away from the site necessitating crossing a high 

speed freeway or a railroad track. 

When replanning this area was contemplated, the first 

question to arise was the feasibility of such a scheme. 

Would it be theoretical planning totally incapable of 

actuality or would it be within reason to accomplish such 

a bold philosophy? The first problem is the treatment 

of the people now occupying the site. They require rehabi¬ 

litation, but would they be moved to new areas or be 

shifted about on the site while reconstruction took place? 

The answer lies in relocation to more suitable areas pre¬ 

pared for them prior to the undertaking. Past housing 

experience demonstrates that low-income housing can be 

accomplished, and thus it can be assumed that it is 

highly possible to relocate the occupants of this site. 

After evacuation of the site, it would have to be cleared 

of all present obstructions, there being veiy few build¬ 

ings worthy cf saving and even those are expected to 

be degenerated by the time clearing could be accomplished. 

How can the cost of clearing and the higi land values be 

met? The federal government, in its Housing Act of 19^9» 

Section 102, provides, "to assist local communities in 

eliminating their slums and blitted areas and in pro¬ 

viding maximum opportunity for the redevelopment of pro¬ 

ject areas by private enterprise, the Administrator may 

.Take temporary and definitive loans to local public 

agencies for the undertaking of projects for the assembly, 

clearance, preparation, and sale and lease of land for 

redevelopment....". In effect, this provides for mutual 

aid ty the federal and local government and would accom¬ 

plish clearing of land and lower the financial burden 

of the inflated land values created by the slum con¬ 

ditions. After clearing of the land is accomplished, 

the land is then sold outright or leased on long term 

contract to private concerns for development. The 
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THE INTEGRAL 
COMMUNITY 

city's investment will then "be returned by the increased 

taxes, the lower cost of maintenance in fire protection, 

police, etc., and the healthy conditions of living of 

its people. The size of development can hardly he 

considered to he too large for reconstruction ty pri¬ 

vate concerns; in the last few years there has "been 

announced such mammoth projects as Stuyvesant Town huilt 

hy the Metropolitan Life Insurance Company, Fresh Meadows 

huilt ty the New York Life Insurance Co., and the Flush¬ 

ing Retail Project costing $50,000,000 and a $100,000,000 

commercial city for 100,000 people Ty the firm of Webb 

and Knapp, Inc. So the conclusion is reached that the 

project is not only possible, hut highly probably of 

being accomplished. 

The proposed plan was formulated to provide the residents 

with every principle concluded to he of an advantageous 

nature in their living experiences. It offers low 

density of population, large open areas of greenery, 

generous provisions for social, educational, spiritual 

and physical recreation, clean, quiet, healthful and safe 

dwelling areas, easily reached and properly related shop¬ 

ping facilities, all scaled to human needs. Despite 

the heavy concentration of people within individual 

buildings, the over-all density is very low. Provision 

vas made for 3500 units containing approximately 8,000 

inhabitants, with a ratio of l4 families or 30 inhabi¬ 

tants per acre. Euilding coverage is approximately 50 

acres, or 15$ of the total area* with approximately 10 

acres in roads and walkways, leaving approximately 230 

acres of open land for recreational purposes. Because 

of its advantageous location of being near the central 

business district, adjoining the highspeed Gulf free¬ 

way and its close proximity to adult facilities of 

recreation offered by the University and baseball park, 

the site was largely planned to accomodate middle-income 

families. Provision was made for bachelor apartments, 

apartments for couples and apartments for small families. 

It is not contemplated that there will be a hig£t per¬ 

centage of families with children due to the desirability 

of living in one-story dwellings in the suburbs where 

facilities between the busy mother and the playing child 

find more suitable answers. The units housing families 

with children are located in the inner diamond to offer 

easy and safe use of school, playground and community 

facilities, and the easiest walking distances to the 

shopping center. The families without children and the 

bachelor units are situated on the perimeters to offer 



the maximum ease of transportation. The units are varied 

in height and treatment, hut all are allowed southern 

exposure and most units would have through ventilation 

made possible by a skip-floor corridor plan. The lower 

floor in each unit would largely he open, with provisions 

for lohhy, lounge, recreation rooms, nursery school, and 

outdoor facilities. Covered garages are provided to the 

north of each unit. 

There are provisions for three schools on the site in 

addition to the nursery school that would he located in 

the individual units. The two primary schools are lo¬ 

cated close to the living units for easy walking and to 

provide a home atmosphere to the educational facilities, 

and are adjacent to the main park and playground facili¬ 

ties. The secondary school is located in collahoration 

with the community center, thus allowing multi-use of 

the facilities and to broaden the experiences of the 

students living habits. The community center is designed 

to provide student use in the daytime, and use by the 

entire family in the evenings. The community center 

has facilities for community theater productions, read¬ 

ing, meetings, grimes, hobbies, physical recreation and 

leisure relaxation. The community center is intended to 

be the spirit of the community, a place of gathering for 

the entire family and families to promote educational, 

social and physical welfare. 

Maximum protection has been planned to retain the com¬ 

munity in a pedestrian atmosphere. The scheme of circu¬ 

lation is to eliminate all hi gja-speed and through tra¬ 

ffic, and to allow only that traffic necessary to the 

function of the community to enter the inner confines 

of the area. The heavy traffic from the south is by¬ 

passed by joining together the streets of Scott and 

St. Bernard, forming a high-speed highway leading to 

the Gulf freeway and separated from local traffic by 

means of overpasses. A large inner roadway is pro¬ 

vided but takes the form of a diamond to discourage 

excessive speeds and to service all units. Individual 

units are connected with the diamond by cul-de-sacs, 

thus holding to a minimum through traffic of any sort. 

Walkways join individual units with the churches, 

shopping center, community center and schools, and 

foot-bridges are provided at strategic points to sepa¬ 

rate the traffic of the inner roadway and pedestrian 

traffic. The shopping center has been located in the 

center of the plot to allovr easy walking from every 
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unit, and to form close integration with the community 

facilities. This dose integration is "believed to further 

encourage the use of the facilities of the community 

center-—thus a person can visit the community "buildings 

after shopping, attending a movie, "bowling or dining 

out. In turn, the shops and stores benefit by the added 

customer attraction during shopping hours and with window 

shopping after closing time. It is easy to envisage the 

spirit of this community, the feeling of friendliness 

between merchant and resident, between neighbor and 

neighbor. It is believed the appearance and maintenance 

of both the shopping center and the community center 

would be better maintained under such a scheme, due to 

the mutual benefit each derives from the other. 

In determining the needed shopping facilities for the 

community, it was necessary to follow the procedure 

established by past experiences for shopping centers. 

However, the market determination for the planned com¬ 

munity is much more accurate than the present shopping 

centers could hope to attain. The gross amount of money 

available for purchases by the residents is quite accur¬ 

ately predictable in the planned community, but it is a 

grossly inaccurate thing in the centers of today. The 

community is a rental project, thus the annual rent is 

known for each unit. By a study of national figures 

estimating the percentage of total income spent for rent 

by various income groupings, the total income of a family 

living in a unit can be predicted. The U.S. Census 

Bureau publishes data concerning what percentage of the 

total annual income is spent for various items, thus an 

analysis can be made to determine how much is expected 

to be spent for food, clothing, household operations, etc. 

Further study of the type of stores in which people spend 

their money will allow the final estimate on the gross 

amount of income a store can logically expect. 

To show the method of analysis used, the item of clothing 

will be followed through from family income to store 

size. As shown on data sheet, total amount estimated 

to be spent on clothing for one year by all the residents 

will be $2,067,000 , 75j> or $1,550,000, of which is ex¬ 

pected to be spent in the shopping center of the conraunity. 

Through previous experiences of shopping centers and by 

a study of retail trade reports showing the business 

performed by stores in past years, it is estimated that 

the department store will do 60$ of the total clothing 

business, with the apparel group accounting for the other 



40$. The apparel group is then broken down into the 

following percentages: men's clothing, 25$ or $155,- 

000; women's apparel, 45$ or $280,000; children's 

wear, 10$ or $62,000; and shoe stores, 20$ or $125,- 

000. This system of analysis is followed for all types 

of goods to account for the total amount to he expected 

for each store. To arrive at the gross square foot 

area required hy the store, the gross annual sales are 

divided hy the sales per square foot for that type of 

store. The women's apparel does $230,000 gross sales, 

has a sales per square foot ratio of 85, to require 

3,300 square feet of store area. The determination of 

interior requirements are highly varied and inter¬ 

dependent on regional characteristics, class of mer- 

chancise, type of merchandise, personal tastes, etc., 

so as to form individual problems in each case. 

The community shopping center's store grouping was arranged 

in the system of departmentalization. All specialty 

stores are in one grouping, all variety stores in an¬ 

other, with the department store serving as the link at 

one end of the mall and the amusement facilities at the 

other end. The department store stands at the head of the 

shopping center, its larger size and attractiveness ser¬ 

ving as the main drawing power for all stores. The 

specialty shops are between the department store and the 

amusement facilities to encotirage window shopping and 

impulse buying from them, while the variety stores are 

fronting the largest expanse of parking facilities to 

maintain short distances of carrying packages. The 

amusement facilities are grouped to permit their use 

after the closing time of the shopping center, and close¬ 

ly grouped with the community center to allow easy use 

of all facilities during the same evening. All indivi¬ 

dual stores are in competition with the duplicate facili¬ 

ties of the department store, thus insuring a measure of 

competition and variety of merchandise. There are pro¬ 

visions for 900 cars to park, this figure falling short 

of the recommended number because of the high percentage 

of walk-in trade expected. Multi-use of the parking 

spaces by the community center and shopping center is made 

possible by their varied periods of operation. 

The entire center is dispersed to give the atmosphere of 

shopping in a gprden, but is grouped to offer attraction 

to the buyer to visit the other stores. Construction is 

to be as flexible as possible, thus all stores, with the 

exception of the department store building are housed in 
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a shell formed by steel H-coluans supporting a series of 

tar-joists. A modular ceiling is maintained of acousti¬ 

cal panels clipped to the tar joists, flooring is terrazz 

with curtain vails of dry, knock-down materials such as 

cemesto hoard, transite and wood. Open fronts are main¬ 

tained when it is felt to he advantageous, hut in many 

stores, such as drugs, five and ten, and hardware, panels 

are used to form smaller fronts and thus reduce the maze 

of merchandise that a customer must hazard before enter¬ 

ing. 

The entire center is planned with hut one underlying 

purpose in mind; that human needs and ideals are to he 

.met and human satisfaction to he provided. It ha3 been 

demonstrated that lack of this theorem in planning has 

resulted in the chaos we are living in, that the return 

to this principle is necessary if we are to achieve the 

living conditions so vital to proper existence, and that 

this solution is well within the limits of human en¬ 

deavor 
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-4000 
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A TTY* ^ *1 ft K1 A 

#Est. 
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Shopping 
Mftnoy Avnilfthtf 

Number of Families 1000 1600 am 
Average Expenditure 

for current consumption 
Housing 
Food, Liquor & Tobacco 
Clothing 
Household Eqpt. & Oper. 
Automotive 
Other Transportation 
Medical Care 
Personal Care 
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Private Education 
Other 

17.62 
35.6 
13.4 
11.0 
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2.5 
5.2 
2.4 
4.0 
1.4 

.7 

$3,314,000 
585.000 

1,185,000 
446.000 
366.000 
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80.000 
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920,000 
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314.000 
109.000 
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$4986 
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31.9 
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696.000 
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526.000 
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$14,634,000 
2,366,000 
4.975.000 
2,0b7,000 
1.574.000 
1.275.000 
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750,000 
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80# 
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15 
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50 

$8,390,500 
1,900,000 
3,980,000 
1,550,000 
1,us,000 

127,500 
000 

U2.000 
282,000 
385,000 
160,000 

70,000 

Food, Liquor & Tobacco 
food group 

2 supermarkets 
bekery 
dept, store 
delicatessen 

liquor store 
eating places 

restaurant 
tar and grill 
dept, store tea rm. 

drinking places 
Clothing 

department store 
apparel group 

men's wear 
women's apparel 
children's wear 
shoe stores 

Household Equip. A Oper. 
department store 
five and ten 
hardware 
houseware 

Automotive 
department store 
hardware 
filling station 

Medical care 
2 drug stores 
department store 
clinic 

79# 
93# 

2# 
4# 
1# 

4# 
15 6 

50# 
30# 
20# 

2# 
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4o# 
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20# 
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5# 
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20# 
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depart, store 38.500 

Store Types Store Area Estimated Sales Est. Rentals 
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2 Supermarkets 2b,000 $2^35,000 no 2.0 $59,000 
Delicatessen 600 20,000 66 8.0 1,600 
Bakery 1,000 60,000 66 8.0 4,800 
Liquor Store 3,000 160,000 52 6.0 9,600 
Bar & Grill 6,500 260,000 40 8.0 21,000 
Restaurant 7,500 300,000 4o 8.0 24,000 
Department Store 30,000 1,760,000 60 2.6 46,000 
Five and Ten 4,000 335,000 83 4.0 13,340 
women's Apparel 3,300 280,000 85 3.5 9,800 
Men's Wear 2,000 155,000 JO b.O 9,300 
Children's Wear 1,500 62,000 60 6.0 3,800 
Shoes 1,750 125,000 71 7.0 8,750 
Housewares 3,000 213,000 p9 8.0 17,000 
Hardware 3,000 120,000 4o 6.0 7,200 

2 Drug Stores 2,800 190,000 66 5.° 9,500 
Sporting Goods 1,000 38,500 Mo 6.0 2,300 
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2 Barber & Beauty 600 25,000 40 6.5 1,600 
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Theatre-20,000 ' 1000 seat 195,000 213/st .15.0 29,000 
Bowling-U, 000 ' 10 alleys 113,000 .11,00c/ 15.0 17,000 

alley 
Service Station 120,500 
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